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Conscription and Credits holding back to see what happens. immeasurably to the comfort of fam- 
4 The percentage of men being called ilies whose gas range loads an intol- 
GOOD many people in the ap- up under the present conscription reg- erable heat into the kitchen. 
pliance business are raising a ulations is trifling. In 1917 the Army Furthermore, the roaster should i 
question as to the effect of con- was taking 400,000 monthly out of a command a large and important mar- | 
10 scription on installment sales and in- pool of 11,000,000 men. The present ket among those users of electricity 
stallment credits. This question is of draft will take 400,000 men every six whose cooking demands and whose 
some consequence to all that do an months from a pool of 16,400,000. income does not yet justify the pur- 
installment business. chase of an electric range. 
As we see it, there is no reason for Roaster Opportunity Harris Dexter at Central Hudson 
2 any great anxiety in the recent legis- Gas and Electric Company, has been 
lation which provides that court action HAT’S the matter with roast- pounding away at this low income 
must be taken before goods are re- ers? Surely nothing with the market and has shown conclusively 
possessed from men who have been product, and surely nothing with the that the promotion of the roaster, 
4 taken into the Army. satisfaction which the user enjoys. either alone or in combination with 
The trades which are most directly But just as surely, something is wrong a hotplate, provides low income fam- 
concerned are the credit clothing with the promotion .and selling effort ilies with an adequate electric cooking 
‘ trades and the automobile trade. It that is being put behind this admir- service. The industry generally has 
seems reasonable that these trades will able device, for roaster sales lag be- been slow to take up development of 
be more affected than the appliance hind every other appliance of any- this particular market, and yet how 
9 business. The young men to be con- thing like equal merit and usefulness. logical it is and how worthwhile. 


3 the effect on appliance installment sales of electric ranges for the same should the sales record make such a 
credits will probably be slight. Cer- period of 33.99 percent, there just dreary contrast to other appliances 
tainly as long as the United States must be something wrong. For there this year? Our guess is that the fault 
is not actually in the war, the install- have been few products developed for lies in a lack of sufficient retail pro- 

s ment credit business is not likely to this trade that dollar for dollar have motion. 
change to any serious extent. given so much satisfaction to the buyer Here is a product selling for a fair 

The immediate effect seen by the plus a good reliable revenue to the price and bearing a good margin, and 

b installment clothing trades is a hesi- power company. we suggest that it has exceptional 
tancy in buying through the fear of The roaster can be and has been possibilities for fall selling. It fits 
being conscripted. This at least is sold as a pioneer cooking device pre- in with the additional home purchases 

8 the way, we read the policies that paring the way for the electric range. and extra equipment that accompanies 
lave been put into effect by credit It is an excellent auxiliary to the the family settling down for the win- 
clothing retailers. These merchants electric range. It has and ought to be ter. It is a swell Christmas present 

2 are advertising that if men are called sold in predominantly gas districts for any housewife and for any family. 
into service before completing their where it takes on part of the job of If retailers are alive to the possibilities 
clothing payments, the clothing may the gas range and does it incompar- of this product, the last three months 
be returned for full credit. They evi- ably better. There is a splendid po- of this year can be made to show 

, dently judge their risk of loss through tential market in the gas districts of gains in roaster sales that will put 
returns to be less than a possible loss the Southwest where as a cooking de- the sales figures where they belong— 

' of sales through customers who are vice, especially in summer, it adds way ahead of a year ago. 


scripted can hardly have established 
the living condition that would make 
them in any number appliance pur- 
chasers. Married men, it is under- 
stood, will be in deferred classes. And 


Unit sales for the first eight months 
are not quite up to the corresponding 
months of 1939, showing in fact, a 
fractional loss in units of .79 percent. 
And in the face of the increase in unit 


The enthusiasm of electric roaster 
users is phenomenal. Few appliances 
have created as much enthusiasm on 
the part of the people who have 
bought them. Then why, we ask, 
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@ Here's a one-piece porcelain square tub in Maytag’s 


famous design! Just reflect for a minute what that's 
going to mean to Maytag dealers in terms of prospect 
interesi and sales. First—that news is making the al- 
most 4,000,000 present Maytag owners sit bolt upright 
with interest. The famous square tub design, hall-mark 
of Maytag’s finest washers, is now available in the 
porcelain price range ... Old Maytag owners are 
going to look into that when they're ready to trade. 


Second—there are the washer prospects who know 


value and prefer the Maytag square tub washers, but 


for the evidence, the proof, and the facts. 


imagine they can't afford them. Will they be inter- 
ested? What do you think? 

Third—the thousands who buy on beauty—the 
tens of thousands who need a new washer and are 


demanding a durable one—do you think they'll see 


this new Maytag? You bet they will! 

Already the sales of the Commander have grown 
like a snowball rolling down hill. 

Maybe you'd like to share in this success... just 


drop a line to the Maytag Company, Newton, Iowa, 


F 
put famous square 
tub desiqn one-piece 
porcelain tub washer... 
‘ 


Presidential Campaign 


Proves Most SuccessfulRange [7 


Campaign in Hotpoint History | Wot Whoi Right! 


which reads “What's Right—Not 
Orders Pouring in for President Range Who's Right. 


This principle has guided the think- 


HE demand is overwhelming — and no wonder! The President 
Translated into a rule of conduct, it 
Range is the most popular candidate for the American House- means “seek the truth from the pub- 
wife’s kitchen. And the Presidential Campaign is the liveliest ever to lic; from the trade; from field and 
factory research. Be guided by facts 
m 

ca e a ung line of promotions advertising uo Gant in 
in leading national publications — Saturday Evening Post — sales policy we follow, the services 
Collier’s — Life— American Home —Better Homes and Gar- we offer are basically right—and not 

dens— Good Housekeeping— Ladies’ Home Journal— McCall’s 


“What's Right—Not Who's Right” 
willcontinueto be the Hotpoint policy. 


— House Beautiful— Bride’s— Electricity on the Farm— 
featuring Hotpoint’s New President Electric Range. 


New Presidential Direct Mail material, Store Displays, Election 4 ‘ 


Vice-President 


Banners, and Newspaper Campaign tied in with the Election Theme. 
Sound Movie “Blame It On Love” with new plan for exploiting this 
powerful sales medium. And there’s a special Sales Promotion 
Package Deal containing material for an active campaign. 


Retailers Everywhere Report Big Gains! 
There Is Still Time to Cash In on This Great Promotion 


Word is flashing in from every corner of every state in the Union—sales are rising 
— profi bigger—the Presidential Campaign is a whooperdoo! 
Don’t fail to get in on this great success! The time is ripe and so is the mar- faster, more efficient, more economical 
ket. Get your share of this business. Get in touch with your distributor today. than ya greene = — = the 
new r provides faster cating; 
Now! Tomorrow may be too late. Edison General Electric Appliance Co., Inc., coils are self-cleaning. ’ 
5620 West Taylor Street, Chicago, Illinois. 


NEW FRIENDLY FINANCE PLAN MAKES BUYING AND SELLING EASIER 


YOU CAN SEE THE DIFFERENCE 


CLOTHES DRYERS - DISHWASHERS - ELECTRASINK 


' ELECTRICAL MERCHANDISING—OCTOBER, 1940 


| 
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| 
nn On the wall of my office hangs a sign ; 
| 
NEW be 
| 
7 RANGES 
q REFRIGERATORS - WATER HEATERS + WASHERS - IRONERS | 
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rw. HE little bird on 


Nellie’s Hat 
was good for a song that swept 
the The bright paper 

the that make a gift 

charming are details that will sweep 


nation. 


and ribbons 


women blocks out of their way into 
certain dealers’ stores. 

Marshall Field & Co. in Chicago, it 
is said, was the first retail store in 


\merica to have distinctive wrappings 
for gifts at Christmas and have been 
at it since. So popular did it 
prove that the fad has spread to all 
year 


ever 


wrappings. Few department 


stores today do not carry tissue and 
seals for special gifts. 

The way special packaging booms 
business is astonishing. The heart- 
shaped candy box gets the play around 
Valentine’s Day. Commonwealth Ed- 
ison in Chicago recently found that 
wrapping wedding gifts paid. The 
chain stores have done a big business 
on fruit wrapped. 
For years people have been pleased 


cakes elaborately 


at the profit possibilities in bon voy- 
fruit baskets. With about 
fourth of the table appliances 


age one- 
sold 
going as gifts, the field has possibil- 
ities here. 

Free gift wrappings cost between 1¢ 
and 3¢ a package. They take no more 
time than ordinary wrap-up unless you 


add a bow (3 minutes for this). To- 
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Wrap 


APPLIANCES 


Gift Wrappings Will Give a Shop a 


day small stores are turning to them 
to get a personal touch. In Chicago, 
Madigan’s, in response to demand, 
timidly started gift wrappings three 
years ago. So successful as selling 
appeal did it prove that today they 
wrap the year round with papers in 
line with the season. To anyone con- 
templating gift wrapping these holi- 
days, following are a few words of 
advice: 

1. Paper jobbers can supply Christ- 
mas wrapping in sheets or rolls, in 
one-half or full ream size. (A ream 
contains 500 sheets, 20x30 inches). A 
100 to 300 ft. roll in cutter edge box 
is handy. 


Specialized Touch That Attracts Trade 


2. For boxes with sharp corners it 
is advisable to use plated paper with 
a shiny surface. Good heavy 20- 
pound paper stock is advisable. 

3. With unboxed merchandise of 
irregular shape, cellophane forms the 
most flashy type of package. 

4. It is recommended that a shop 
stick to one scheme of decoration and 
wrapping for every type of package. 
In the first place, people carrying 
these along the street give the shop 
some free advertising. Furthermore, 
it becomes easy for any person to 
identify these shops by its wrappings. 
All stores should have a seal for the 
store saying, “Gift from so-and-so’s.” 


OCTOBER, 


This is obtainable from many sources 
such as Dennison’s and other pape! 
manufacturers. 

5. It is a good idea to wrap up 4 
number of gifts in advance of tht 
demand and place them in windows 
This is especially true if elaborate 
bows are used. And, furthermore, it 
saves waiting on the part of the cus 
tomer when the purchase is made. 

In addition to seals, the store should 
lay in a supply of cellophane rib)on 
and Scotch tape. Use for this will be 
apparent when you read captions 0 
the accompanying pictures, which illus 
trate several types of appliance pack- 
aging that a dealer will run into. 
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Miss Margaret Brooks first pulls enough 
cellophane off roll so that the appliance 
can be set in the center and yet have 
‘ends which will project on each side. 


Here is the unboxed iron, 
an example of one of 
the irregular shaped ob- 
jects that are so hard to 
tie up in a gift package. 


Place your iron in the center of ae d Crush the two ends together 
the cellophane and draw the a freely and loosely, using 
ends together above it thusly. both hands. Slip a rubber 

— - band around the top or tie it. 


Fluff out the tops of your 
cellophane and put on 

sticker, a “A 
Gift from So-and-So”’. 
ea, blue or green cello- 
is equally smart. 


Tie with a ribbon form- 
ing loops, much in the 
manner as you would tie 
a bow in a shoestring. 


a 


With a big gift, like a roast- 
er, you frequently have to 
piece together two sheets of 
paper |In-tase you don't buy 
it by the roll). Use a good 
rubber paste — latex — or 
Scotch tape to join these 
pieces of paper together be- 
fore you start wrapping. 


Set the roaster an equal dis- 
tance from each end before 
you do it up. This will per- . 
mit neat folds at the end. 


NOTE: 


have sf 

Bld in the ends and be sure Waliine bows end they ore very plays; 

paste nectly before you easy tie. The bow is a separote descripti 
F meet with your ribbon. You piece, Gttached to the other ribbon. mm «Xmas pr 
need both to handle likely to get crushed, it is for this 

big package. to put a cardboard collar listed he 
4 be a col 

as a gui 

terial 

available 


BARTON 


No spe 
planned fc 
season by 
West Ben 


cellophi 

F. W. M 

cello 

With @ boxed gift like a sat Cut the paper so that you have 4 around the 


an equal amount at each end charge to 
and just enough to fold back 


and cover the bottom of the box. 


dry shaver, you first put 
it down on the paper and 
measure out the amount you 
want. Most people use too 
much paper, Miss Brooks says. 


4 
mere 
batteries 

season, thi 
New Hav 
nerchandi 
Chr 
flashlight 
square fee 
even ne\ 
is being « 
the purch. 
batteries. 


CONLON £0 


Christn 
the Conlo 


Hold the paper down by sticking on cording 


Scotch tape; this will set your hands 


Cut off the ribbon 2 inches 


free in order to apply the ribbon. from the top and held it down vertising 
The easiest way to put on ribbon is with @ seal. (lick’ thet seal 1 following 
a to start on the tog of the box 2 inches goed). It holds both ends. ae Wrapping 


from the end, wrap around % inches 


pen anc 
apart. Bring end around the top p ind 


furnished 
Christma: 
m both v 
and trip! 
(3) Chri 
Washers ; 
lay illust 
tutout fi 
four 


dealers, 
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NOTE: Not all manufacturers 
have special Christmas dis- 
plays; many of them had no 
descriptive material on their 
Xmas promotions ready in time 
for this publication. The ones 
listed here are not intended to 
be a complete list but to serve 
as a guide to the type of ma- 
terial which is being made 
available. 


BARTON CORPORATION 
No special display 
planned for the present Christmas 
season by the Barton Corporation, 
West Bend, Wis. with the exception 
i cellophane wrappers for washers. 
lhe cellophane wrapper, according to 
F. W. McGrath, vice president in 
charge of sales, is accompanied by a 
wuge cellophane ribbon and bow tied 
around the ensemble. There is a small 
charge to the dealer for the wrapping. 


material is 


BOND ELECTRIC CORPORATION 


To merchandise their flashlights and 
batteries during the holiday buying 
season, the Bond Electric Corporation, 
New Haven, Conn., have produced a 
nerchandising display stand called the 
Bond Christmas Flashlight Bar. The 
flashlight bar occupies less than two 
sjuare feet of floor space and displays 
leven new Bond flashlights. The bar 
is being offered free to dealers with 
the purchase of 18 flashlights and 96 
batteries. 


CONLON CORPORATION 


Christmas display material plans of 
the Conlon Corporation, Chicago, IIl., 
according to G. H. E. Hawkins, ad- 
vertising manager, will consist of the 
following: (1) Christmas cellophane 
Wrapping covers for washers and both 
pen and closed end ironers to be 
lurnished dealers at half price; (2) 
Christmas newspaper ads —free mats 
m both washers and ironers in double 
and triple column size, no charge; 
(3) Christmas display cards on both 
washers and ironers with special holi- 
lay illustrations and copy; (4) giant 
utout five feet square, lithographed 
m four colors, furnished to the best 
dealers, 


rom the 


Manufacturers 


Window, floor and counter displays for the holiday buy- 


ing season are available from the manufacturers . . . Here 


is a brief outline of what some of them are doing 


Cellophane wrappings for washer pro- 
duced by the Barton Corporation. 


THE DEXTER COMPANY 


The 1940 Dexter 


according to A. J. 
motion manager of the company. 


A special window display consisting 
of one double-tub and two single-tub 
washers, wraped in cellophane bags 
and surrounded by Santa Claus dolls 
with electric eyes, will call attention 
to the washers as lasting Christmas 
In addition, there is a set of 
Christmas window cards to go with 
the display. The window cards are 
supplied free, while the Santa Claus 
dolls and the cellophane bags may be 
purchased from the manufacturer in 


gifts. 


any desired quantity. 
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washer line is 
slated for good Christmas promotion, 
Schmidt, sales pro- 


EUREKA VACUUM CLEANER COMPANY 


Commemorating their 30th anni- 
versary in the vacuum cleaner busi- 
ness, Eureka Vacuum Cleaner Com- 
pany, Detroit, Mich., have issued a 
broadside which describes a combina- 
tion offer of a Eureka cleaner and a 
Vaculator coffee brewer with a com- 
bined value of $55.70 for $35.88 plus 
the prospect’s old cleaner. While not 
strictly a Christmas promotion, the 
offer, and the broadside which makes 
an effective window poster, constitutes 
the fall promotion of the company, ac- 
cording to W. F. Conley, advertising 
and sales promotion manager. 


FAIRBANKS MORSE 


A new Christmas window display 
has been produced by Fairbanks Morse 
& Co., Chicago, to help dealers sell 


The window ma- 
terial comes in colors and the mate- 
rials for it are supplied to Fairbanks 
Morse dealers free of charge. Pic- 
ture of the window unit for Christmas 
appears on the following page. 


washing machines. 


HAMILTON BEACH COMPANY 

A special Christmas window card, 
featuring the Hamilton Beach food 
mixer, has been brought out for the 
holiday season by the Hamilton Beach 
Co., Racine, Wis. The card is 
15 x 24 inches and reproduced in four 
colors from kodachrome photo. Ac- 
cording to H. E. Jordan, advertising 
manager of the company, these cards 
will be furnished free to dealers on 
request as will also a small single 


sheet envelope-sized circular which 


will also be produced from the sate 
set of color plates. 


A special window display employing cellophane wrappings and Santa Claus 
dolls has been issued hy the Dexter Company. 
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HAMMOND INSTRUMENT COMPANY 


lo assist dealers in making an at- 
tractive Christmas display of Ham- 
mond electric clocks, the Hammond 
Instrument Company, Chicago, IIL, 
have brought out a heavy cardboard 
display piece for counter or window 
use which accommodates six of the 
popular Hammond clocks as gift items. 


HANKSCRAFT COMPANY 


For their Christmas promotion, the 


Hankscratt Company, Madison, Wis., 


lave prepared four separate deals on 
egg-cookers tor the holiday season in- 
volving tree cookers and display ma- 
terials lhe deals, acc rding to Wayne 
Ran sev, sales manager, are packaged 
in a single carton including the mer- 
chandise, the free goods, a large dis- 
play card in color and Christmas 


each of the items. Sales 


literature is included with each deal 


i 46 per cent 


|. E. $. LAMPS 


elps and display material 
I. Ek. S. lamps is available from 
he various manufacturers of the sight 


lamps and also from the Foster 


saving | 
& Davies advertising agency in Cleve- 


land who have charge of the promo- 
tion of the I. E. S. and Better Light— 
Better Sight programs. \ booklet 


“Sight Saving and Style” which gives 
all the important features of I. E. S., 


ips may be obtained from them at 


= 
= 
= 
= 
= 
ow 


This Warren Telechron display stand is 
supplied free with an order for 12 clocks. 


Westinghouse are supplying this attrac- 
tive cellophane wrap for their roaster- 
oven for Christmas display. 
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a cost of 2 cents per copy. They also 
have material in the form of stories 
and photographs for newspaper pub- 
licity. 


KNAPP MONARCH COMPANY 

While no special Christmas display 
material has been offered, the Knapp 
Monarch Company, St. Louis, Mo., 
have produced some striking display 
and promotional material for their fall 
displays which, according to Robert 
L. Weigel, advertising manager of the 
company, fills the holiday display bill. 
These displays are suitable for coun- 
ter, table or window and are free to 
the dealer with an order for Knapp- 
Monarch products. 


LANDERS, FRARY & CLARK 

To properly display an assortment 
of small appliances which includes a 
toaster, percolator, iron, waffle-maker, 
heating pad and sandwich toaster, 
Landers, Frary & Clark, New Britain, 
Conn., have produced a new display 
stand for either window or counter 
use for the holiday season. Dealers 
wishing to purchase the entire package 
which has a resale price of $43.71 
and a dealer’s cost of $26.15 get the 
new display rack free of charge, ac- 
cording to J. H. Milkey, advertising 
manager of the company. 

\s a special inducement to dealers, 
Universal, according to William Cash- 
man, sales promotion manager, has 
designed new appliances in matching 
patterns. Four of the new appliances 
—Coronet”  waffle-maker, toaster, 
sandwich grill and “Glider” iron have 
been combined with a 6-cup percolator 
and a 3-heat heating pad into a spe- 
cial Christmas package. The six 
items are offered as a unit at a sharply 
increased discount. \lso, as men- 
tioned above, a display stand is being 
given free. 

The Christmas advertising cam- 
paign of the company will be the 
largest in their history. Large space 
ads are being taken in October, No- 
vember and December issues of lead- 
ing women’s magazines which are ex- 
pected to reach a total of 21,000,000 
reader-prospects. Says Harry B. 
Payor, small appliance sales manager : 
“Christmas 1940 should establish a 
new record in Landers, Frary & 
Clark’s history.” 


MANNING BOWMAN 


lhe Christmas promotion plans of 
the Manning Bowmen Co., Meriden, 
Conn., are tied in with the fall promo- 
tion plans but the big push comes 
with a full-page, four color ad in the 
Christmas issue of Life magazine on 
December Featured toasters, 
broilers, irons, waffle-makers, heating 
pads and vacuum drinking sets. Card 
displays of these ads are available for 
window or counter use as are “spot- 


light” displays and newspaper mats. 


NATIONAL ENAMELING 
AND STAMPING COMPANY 


The Christmas promotional mate- 
rial which the National Enarneling 


and Stamping Company, Milwaukee, 
Wis., is making available to dealers 
covers a good many items, according 
to H. H. Dooley, advertising and mer- 
chandising manager of the company. 

The material on electric roaster pro- 
motion includes: 

A 20-page full-color booklet de- 
scribing the Nesco roasters and cas- 
seroles—to be sent to all Nesco deal- 
ers and jobbers. 

A 12-piece Roaster counter display 
kit consisting of eight price cards and 
four counter cards with space for 
prices. 

A 4-piece roaster window display 
kit consisting of one 4x30 inch 
streamer, two 27x40 inch window ban- 
ners and one 8-page consumer folder 
done in colors. 

The material on space heaters in- 
cludes the following: 

One 3-piece window display kit con- 
sisting of two 17 inch window pen- 
nants. 

One 22x29 inch window banner. 

One 8-page folder done in colors. 

Mats and electros on both items. 


Colored Christmas window display material which Fairbanks Morse are supplying 
their dealers free for holiday promotion. Description is on the preceding page. 


VeA 


A sample of one of the Knapp-Monarch display pieces which is being made 
available for fall and Christmas selling. Eight small appliances are accommodated 
in an attractive manner for counter or window display. 
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is heavy cardboard display piece is 
ing made available to dealers by the 
mmond Clock line. It accommodates 
gift clocks. 


ELECTRIC CORPORATION 


fhe name that has become synony- 
s with Christmas tree lights natur- 
thave plans for Christmas displays 
heir products for the 1940 holiday 
son. Available to all dealers is the 
pany’s catalog, illustrated in color 
la special illuminated window and 
mter display, size 20x29 inches, 


ying 


— 


pro- 


IN 


Landers, Frary & Clark have produced this display for six specially-styled Universal 
appliances slated for big Christmas promotion. 
merchandised in a package of six with increased discounts for the holiday buying. 


4 
RAFT EGG COOKERS 


Hankscraft egg cookers are being promoted for Christmas with special packaging 
reflecting the holiday spirit. The display is suitable for counter or window. 


available from Noma jobbers. Also 
available shortly, according to George 
DeCoo, advertising manager, will be 
dealer folders for counter use which 
will show the entire line of Noma 
products. 


NUTONE CHIMES, INC. 


The five best sellers of the NuTone 
electric chime line are all combined 
on a new display panel for Christmas 
selling. The board lists at $4 and for 
every order a special “Mount Vernon” 
display will be thrown in free, the 
sale of the “Mount Vernon” model 
compensating the dealer for the cost 
of the board. 


ONE MINUTE WASHER COMPANY 


Present plans of the One Minute 
Washer Co., Kellogg, Ia., is to have 
specially prepared newspaper mats 
covering the One Minute Washer as 
a Christmas gift and window stream- 
ers to tie in with the advertising. All 
this material will be furnished free to 
the dealer, according to C. Bassett, 
president of the company. 


The appliances are to be 
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PROCTOR ELECTRIC COMPANY 

The Christmas display material of 
the Proctor Electric Company, Phila- 
delphia, will feature a reprint of the 
full-page, four-color ad on the “Never- 
lift” iron and “Pop-Up” toaster. The 
display card will contain the message 
“As advertised in the Saturday Eve- 
ning Post, Life, Good Housekeeping, 
McCall's, True Story and Woman's 
Home Companion.” The company, ac- 
cording to Joseph Tiers, advertising 
manager, will also have a new full- 
line folder in rotogravure describing 
the complete line of appliances for 
the fall selling season. 


RAY-0-VAC COMPANY 

While the Ray-O-Vac Company, 
Madison, Wis., have no special display 
material or dealer helps for the 
Christmas season, they have brought 
out three special gift flashlights, at- 
tractively put up in Christmas gift 
cartons, according to Norman D. Vea, 
general sales manager of the company. 


REMINGTON-RAND 


Herbert Simpson, advertising man- 
ager of the General Shaver Division 
of Remington-Rand, Inc., Bridgeport, 
Conn., has issued a broadside in colors 
which describes and illustrates the 
Remington shavers and displays avail- 
able for the holiday season. A com- 
plete description of the displays for 
counter and window purposes and the 
mailing folders is included. 


A. E. RITTENHOUSE COMPANY 


The A. E. Rittenhouse Co., Hone- 
Falls, N. Y., manufacturers of 
electric door chimes, have no special 
Christmas promotion piece but display 
boards are available to dealers for 
both wall and counter display pur- 
poses to set off the merchandise for 
the holiday trade. The display boards 
$3.50 but if an assortment of 
chimes is bought with the board an 
extra chime, worth more than the 
price of the board is included. 


oye 


cost 


ROYAL ELECTRIC COMPANY 


A catalog describing and illustrating 
the complete line of Royal decorative 
equipment for Christmas lighting has 
been issued by the Royal Electric 
Company, Inc., Pawtucket, R. I. Dis- 
plays of Christmas tree lights and 
decorations are available to dealers, 
according to H. L. Henchey of the 
company. 


STEAM-O-MATIC CORPORATION 


The Christmas display and promo- 
tional material which will be available 
from the Steam-O-Matic Corporation, 
Milwaukee, Wis., will consist of win- 
dow and counter displays, consumer 
folders and jobber catalog sheets and 
streamers, 3x 1 feet. All of this ma- 


The Toastmaster "Snack Bar’ makes an 
ideal Christmas display piece for either 
counter or window. 


Swartzbaugh’s "Everhot" roasters get a 
special Christmas wrapping of cello- 
phane. 


terial will be available to dealers and 
distributors without charge, according 
to Milton P. Schreyer, president of 
the company. 


SWARTZBAUGH MANUFACTURING CO. 

A special Christmas merchandiser 
for Everhot electric roasters has been 
produced by the Swartzbaugh Mig. 
Co., Toledo, O., according to W. E. 
Gibson, advertising manager of the 
company. The new display kit con- 
sists of a tailored cellophane covering 
and large ribbon and bow which fits 
all Everhot rectangular models. In 
addition, included on all Everhot de- 
luxe roasters from now to Christmas 
will be an attractive Santa Claus gift 
display card featuring the turn-a-knob 
cover opener. 


TOASTMASTER 

No special displays are planned by 
the Toastmaster Products Division of 
McGraw Electric Company, Elgin, IIL, 
according to J. D. Landes, Jr. of the 
sales promotion department, with the 
exception of mounted reprints of the 

(Please turn to page 88) 
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O get the full value of adver- 

tised specials for Christmas 

gifts, one Chicago store made 
it easy for the customers by installing 
a special table, in a prominent posi- 
tion, and piled it with the “special” 
advertised. Electric irons one day, 
clocks another, shavers another, etc. 
Customers’ time and patience were 
saved by immediately recognizing the 
idvertised item. 


Erect a Christmas tree in the store 
ifter Thanksgiving and decorate it 
with sales tags of those people who 
have been foresighted enough to do 
their Christmas shopping early. The 


tree might be flanked with appropriate 


The popularity of electric trains as 


Christmas gifts offers dealers another 
opportunity for action window dis- 
plays. Nothing catches the eves of 


young ind old alike od window 


display on electric trains with flashing 


Keep on hand an ample supply of 
printed material during the holiday 
shopping season—folders, catalogs, 
envelope stufiers and the like. People 


itten have a hard job making up their 


minds what to get for gifts and they 
like to mull over pictures and descrip- 
tions of items. Shoppers who don’t 
buy at the time they come in, may 
be induced to come in later when they 
have made up their minds. 


Tie in with your local electrical 
league or association Christmas pro- 
gram. Dealers in the Denver area, 
for instance, have done a whale of a 
volume for the past three years by 
tving in with the Rocky Mountain 
Electrical League's Christmas Jubilee. 


* * 


Why not make sales at your wrap- 
ping counter? Instead of wrapping 
parcels on a wooden counter, wrap 
them on a glass showcase so that cus- 
tomers waiting around may “sell 
themselves” on items in plain view. 


“Give the gifts that help mother 
conserve energy” advertised one store 
in Jackson, O., and did a swell busi- 
ness in electrical appliances. 


* * 


The appliance department at Gim- 
bel’s in Philadelphia tried a “Gift 
service department” as a regular holi- 
day feature and found it clicked. When 
an electrical gift purchase is made, it 
is marked “gift” and receives special 
handling. The card of the donor is 
inserted, the price tag is removed and 
the package wrapped as attractively 
as possible. In this way, even phone 
orders, specified as gifts, are assured 
the proper handling for last-minute 
Christmas shoppers. 


Courtesy from salesmen in the store 
is more important in the Christmas 
shopping season than at any other 
time. Cultivate the book stores’ habit 


of encouraging their customers to 
“browse.” Most people haven’t made 
up their minds and they should be al- 
lowed ample time and all help possible 
in thinking over their selections. 


* * 


Get out some of those slow-moving 
lines of small appliances, arrange a 
table covered with green paper and a 
sign “The Bargain-Hunter’s Corner” 
and watch the thriftily-inclined gobble 
them up. 

*_ * * 


Your windows and your trucks 
should carry banners “Give Electrical 
Gifts for Christmas.” 


People are thinking about that $50 
or $100 that is coming to them on 
their Christmas Savings Club check. 
Tie in with that sub-conscious thought 
with an ad “Here are the Values for 
that Christmas savings check” and a 
description of one or two major ap- 
pliances and a score of smaller gifts. 


When people are in doubt about a 
small appliance as a gift because 
“They might already have one” switch 
the conversation to electric clocks, 
small radios, portable I.E.S. 
lamps because, as you can point out, 
there should be three or four to a 
house, 


*>_ * * 


When people have to spread out 
their Christmas shopping money, re- 
member that instalment sales should 
come in for a special share of atten- 
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ight be wo' 
‘tion in 
will 
th major 
iristmas gi 
rms of gif 


tion. Even small appliances may | 
sold more readily with a $1-P 
Month appeal. And the husband wi 
an electric refrigerator, an ironer 
a new range in mind will jump 1 
hurdle of price when convenient px 
ment terms are stressed. 


\ utility 
vindow dis 
luring the 
One store issued “Christmas Certiffi. 


cates” to each purchaser of a washir 
machine or other major applian 
during November and .December. T 
certificate is redeemable during t 
month of December for $10 in sma 
appliances. 

* * 


A San Francisco refrigerator deal 
did a land-office business by promis 
ing delivery of the refrigerator 
Christmas eve. Delivery of the ma 
chine was kept secret from the hous 
wite. 


* * * 
Keep ay 
A dealer in Sheboygan, durit 
offered his employees—wiremen, bookfffson is on 


keeper and salesmen—a bonus pri@fthat have 
of $30 for the one selling the greatefMfers’ exper 
volume of small appliances. The boos necesse 
keeper, a young lady, won the pri{small app 
by selling $346 worth of applianceffwhere the 
during December. Price tags 
{ 
4 
t 


A Wichita, Kansas, dealer know 
that many of his customers buidgete! 
themselves for specific amounts suc! 


Purcha 
almost to 


as $5, $7.50 and $10 set up separatt that Chri 
tables with signs “Everything on t be ae 
On 


table $5,” etc. Two months terms 
were granted on the items and sale’ 
from these tables ran 20 per cet 
ahead of other departments. 


prosperor 


the appli 


* * * 
Remer 


Get together with other dealers “Gers with 
your town on a cooperative Christ™@ff ing a bis 
advertising campaign. It may tavear jn 


the form of only a single page of "Hi Evening 
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Here are a Flock of Ideas, boiled down for Quick Reading, 


to Help You get ready for the Holiday Buying Season 


may ight be worked out as a tabloid roto 
$1-Pe_ection in your Sunday paper but the 
nd wiftfect will be to impress the public 


q@ith major and small appliances as 
mp tip iristmas gifts as opposed to all other 
nt pagrms of gift merchandise. 

* * * 


\ utility company built a series of 
vindow displays on major appliances 
luring the holiday season with the 
logan “Give Lasting Gifts This 
Year. 


deal 


tor 
ma 
house - 
Keep appliances out of the show- 
Wisfeases during the Christmas selling sea- 
, bookfffson is one of the best admonitions 
prifithat have come out of successful deal- 
reatefers’ experiences. Set up new tables 
 DooMMi? necessary but see that all your 


mall appliances are out in the open 
where they can be seen and picked up. 
Price tags should be on every item. 


dget Purchasing power is up this year 
most to the levels of 1929—but prices 
nara ve not kept pace as yet. That means 
n that Christmas buying this year should 
terme ON a level with some of the most 
sale seasons in the history of 
appliance business. 
* * 

Remember that all the manufactur- 
ers “Mets with national distribution are do- 
ist“ ing a big national advertising job this 

“fi vear in magazines like the Saturday 
OF “Evening Post, Life, Time, Colliers, 
SIN 


American Home, Good Housekeeping 
and the rest. Most of this advertising 
(we've seen samples of a lot of it) is 
beautifully displayed in four colors 
and the manufacturers are making 
available cardboard mountings  suit- 
able for window and counter display. 
It is the finest kind of tie-in promo- 
tion you could wish—and it’s free. 


* * * 


Many communities put on Christmas 
lighting contests for the holiday week. 
These are often run by your local as- 
sociation or league and there is ample 
opportunity for both publicity for 
your company and the sale of lights 
and decorations. Contractor-dealers, 
of course, can tie in to the wiring jobs. 


There are new items on the market 
this year which carry a good deal of 
consumer appeal. Trade on the public’s 
love to get “something different.” For 
instance, electric dry shavers, table 
broilers, sunlamps, toaster sets, roast- 
ers, vegetable and fruit juice “liqui- 
fiers,” two-gallon water heaters, and 
other appliances which have not been 
promoted to the public until recently. 


* * * 


Many dealers are having success 
with evening phone calls to selected 
lists of prospects. A pleasant girl’s 
voice on the phone, a quick patter about 
the special holiday gift offerings, pro- 
duces results. Phone calls cost only a 
nickel a piece and a single sale will 
virtually pay for the whole business. 


* * * 


Many small town dealers have ar- 
ranged with their local daily or weekly 
paper to slip Xmas literature into the 
folds of the paper. Others employ 
handbills. 

* * * 


A good way to spot new customers 
for the store and build up your pros- 
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pect list is to jot down the names and 
addresses of people who want Christ- 
mas gifts delivered. Even those who 
buy for cash may be induced to leave 
their name and address by simply 
stating that the store would like to 
follow up the purchase at a later date 
to be sure it was giving satisfaction. 


Post your Christmas advertising on 
a bulletin board so that everybody 
working for you knows just what spe- 
cials are being advertised. 


* * * 


A bonus to salesmen for the Christ- 
mas period will bring results—all 
salesmen need a little extra money 
for their own Christmas expenditures. 


* * * 


Remember that manufacturers get 
out special promotional pieces—win- 
dow display material, special counter 
cards and display racks, special gift 
packages for their appliances and 
heavy consumer advertising during 
the holiday season. It doesn’t cost you 
a cent to use this material and identify 
your store with the advertising that 
is being run. 

* * 


A closed store catches no holiday 
buyers. During December stay open 


till nine or ten o'clock and keep your 
windows brightly lighted. 


Traffic items like Christmas tree 
lights may be made the basis for many 
other small gift sales. Keep them in 
the window. 

* 

Premiums, in the form of inexpen- 
sive toys for children, will stimulate 
the buying urge of the thrifty. And 
there are very few people who don’t 
like to get “something for nothing.” 

Don’t torget that demonstrations are 


as important during the holiday shop- 
ping season as any other “ime. A 
woman sold on an ironer demonstra- 
tion early in the season may ask her 
husband to get her one for Christmas. 


4 
J 


You don’t have to spend a lot of 
money for Christmas decorations. The 
five-and-ten cent store in your com- 
munity has big supplies of gift wrap- 
ping paper, colored string, cellophane 
wrappings and bows, toy Santa Claus’, 
colored ribbons and paper strips, arti- 
ficial snow and all the rest of the para- 
phernalia which goes into the making 
of window and store decorations. Most 
of this material can be purchased for 
two or three dollars. For more elab- 
orate displays, people like the Denni- 
son Mfg. Company make cardboard 
cutouts and special Yuletide displays. 

* * * 


Remember that your store is the 
electrical headquarters in your town. 
Nothing does so much to impress this 
fact on the public—and_ incidentally 
do a good advertising job for decora- 
tive lighting for Christmas homes— 
than a well decorated store front. 
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J. L. LACEY 


Former advertising manager of Tampa 

Electric Company, originated the cook- 

ing club for men, and has recently 

joined the Ralph Jones agency in Cin- 

cinnati to work on Modern Kitchen 
Bureau problems. 


UST a year ago this month there 
originated down in Tampa, Florida, 


an organization of amateur men 
cooks who perform their culinary 
capers exclusively on electric ranges, 
and who appear in Tampa Electric 
Company advertisements propounding 
the merits of he-man eating in general 
and electric cooking particular. 
ELECTRICAL MERCHANDISING asked 
Jack Lacey, advertising manager of 
Tampa Electric Company who origi- 
nated this unusual idea to furnish it 
with material upon which to base a 
report of one year of the “Ancient and 
Honorable Order of Coqui.” 

This article is illustrated by a group 
of pictures indicating that “things 
have been popping” with the Order of 
Coqui in the year since this magazine 
first reported its activities. It held its 
first annual dinner in its own club 
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house, equipped with outdoor and 
electric cookery. It has adopted a set 
of by-laws that is literature to ad- 
vocates of the manly art of siillet- 
tipping. It has elected a set of officers 
with names that put the Cold Stream 
Guards to shame! These by-laws and 
official titles are reproduced in full as 
a part of this report. Written by Dick 
Pine, Hollywood writer who amazed 
the men of the nation with his Esquire 
article, “Women Can't Cook,” they 
represent the “last word” of those who 
aspire to culinary achievement. 


Coqui Diplomas in Wide 
Circulation 


The engraved diplomas attesting to 
membership in the Ancient and Honor- 
able Order of Coqui are in wide cir- 
culation. Pine has started a chapter 
among the movie set and has as 
charter members such good actors and 
cooks as Errol Flynn, Pat O’Brien, 
Guy Kibbee, Otto Kruger and Victor 
McLaglen. Such men as these have 
been honored by Coqui for their ability 
at the range and proudly possess di- 
plomas proving membership: James 


and the Ancient and Honorable Order of Coqui com- 
posed of amateur men cooks is fast becoming famous 


Montgomery Flagg, McClelland Bar- 
clay, J. George Fredericks, Harry S. 
Franks, he-man cook who won the 
California cake baking contest, Joe 
McCarthy, heavy man of baseball, Lou 
Maxon who cooks up good ads and 
who holds laurels as the winner of the 
spaghetti cooking contest conducted 
by Heinz, Ted Hatch who writes for 
women’s magazines about men cook- 
ing, Lester Moffett for performing so 
miraculously on the New York 
Herald Tribune electric range, Stephen 
Longstreet for doing the same and 
many others. More than 300 Coqui 
diplomas have been issued throughout 
the country. Men of the industry have 
been widely honored as attests this 
partial list of names of the men who 
do things for the sale of electric 
ranges: Carle Robbins, C. E. Green- 
wood, George A. Hughes (who is a 
special honorary member as the in- 
ventor of the electric range), Carl M. 
Snyder, W. A. Grove, Art Scaife, 
Ashton B. Collins, Henry Knowlton, 
H. K. Dewees, J. T. Nee, R. A. Clark, 
Ralph J. Brown, H. D. Peacock, W. T. 
Christy. 

In the territory of the Tampa Elec- 
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J. George Fredericks, president of Gourms 
Society, stoops to cong his electrically 


Plenty of room for commercialism .. . G. 


“Weep | 


cooked oysters. this mem 


executive demonstrates his pet range, 


tric Company, 176 diplomas have been 
issued to both active and associate 
members. Active members are thos 
who actually cook their favorite recipe 
on an electric range and appear " 
photograph in the company’s adverti> 
ing so doing. Of these there are thirty 
two. Of the associates there are 144, 
all holding diplomas that are advertise- 
ments for electric cookery. The: 
diplomas are issued to the man of th 
house who likes to cook when ne\ 
electric ranges are sold and to met 
who send in recipes and ask fot 
membership. It also serves to tie i 
the adjacent territory and give the 
men of the smaller and other con 
munities of the territory, the privilege 
of belonging. It forms a group of me 
with influence, each one a walking ant 
talking ambassador of goodwill ant 
sales for electric ranges. 

To get down to the brass tacks o 
sales that result from advertising and 
promotion, the Tampa Electric Com 
pany ended the year 1939 by winning 
the Hughes Award, most coveted of all 
electrical merchandising trophie-. It 
was the greatest range selling year iM 
the company’s history. 
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"Weep no more my Coqui" . . . but Department store manager prepares machine fried Yep, dirty dishes! It's against the Coqui law to wash ‘em. So don't 
this member says try it with fresh onions! potatoes course .. . note insignia on range. be surprised at reactions like this after a Coqui meal. 


Ourme 
ctricaliy 


Coqui members now have own club house—outdoor cookery on the outside—electric Interior of Coqui club house completely equipped. Over at the side under the 


cookery on the inside and from the looks of things they are having a good time. Coqui sign—of all things a bar! But the boys are more interested in food than drink. 


James Montgomery Flagg tries his Dick Pine, Hollywood author, who stirred Would-be Coqui walks the pin as part L. V. Morell, terminal executive, who was 
Coqui hat given him in honor of his the nation with his Esquire article, of initiation at the new clubhouse of the elected the first National Grand Ex- 
ability as a he-man amateur cook, “Women Can't Cook". organization. alted Coquus of the now famous order. 
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EDUCATION 


HE explanations one gets, when 
it is asked why 1,320,000 wash- 
ers were sold last year and 
only 115,000 ironing machines, are 
truly befuddling. The more one 
hears, the more one is bewildered, as 
Joe Cook was when he talked to a 
midget. 
It appears that Joe once asked a 
midget to explain what it was that 
made him such a tiny fellow. 
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Replied the midget, “It’s a natural 
phenomenom, caused by undersecre- 
tion of the pituitary gland, thereby 
arresting the functional development, 
but in no way hampering the meta- 
bolism rate or any normal respiratory 
processes.” 

“If it’s a trade secret with you,” 
came back Joe Cook, “don’t bother 
to tell me.” 

Cincinnati, Ohio, dealers, who or- 
dinarily sell about 1 per cent of the 
country’s appliances, distribute about 
2 per cent of the nation’s ironing ma- 
chines. While this is no startling 
volume, nevertheless it appeared as if 
some one in the Queen City had hit 
on a sales technique that was better 
than ordinary, and would be interest- 
ing to ELectricAL MERCHANDISING 
readers. 


Oddly enough, the first interviews 
brought forth comments on what must 
not be done, if one expects to sell 
ironing machines. 

1. A furniture house agrees that 
ironers belong with washers, like ham 
with eggs and pork with beans. It 
loads up with ironing machines and 
tells the boys to sell them, thinking 
they are much like any other type of 
house furnishings. The salesmen, 
with only superficial instruction, push 
ironing machines on customers who 
are outfitting homes. The customers 
don’t know anything about them either, 
don’t like them, send them back. So, 
say the furniture men, “Nuts to 
ironers. They don’t sell.” 

2. A department store puts ironing 
machines on the floor with pots and 
pans, bath curtains, paring knives and 


(Photos by Fred Toy, 
courtesy Cincinnati Gas & Electric Co 


Demonstrations are no good unless 
you can get the prospect to slide 
into the seat and run a few piece: 
through herself, 


There is a natural step-up betwee 
the portable and the cabinet model. 
Lower economic levels go for the 
portable. 


1,000 other items. All clerks know 
is what’s on the price tags. Even an 
interested prospect can’t pry out amy 
real information about the product 
So, say the store executives, “The 
public doesn’t want ironers.” 

3. A dealer stocks ironing machines 
Next day a distributor swoops dow! 
on him, loads him with refrigerators, 
and relieves him of both delivery and 
service. Spend all your time on re- 
frigerators, they’re less work, he tells 
the dealer. And what does he do? 
Two guesses. 

Now this isn’t typical of Cincinnati, 
as merchants there have done a better 
than average job, but it does happen 
in a great many cities, which may be 
part of the explanation. 

It was a free towel souvenir propo- 
sition in 1938 that made Cincinnati 
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Cincinnati, with Sales Above the National Aver- 


age, may be getting Close to a Working Formula 


Sell MACHINES 


tric Co 


COMPARISON OF MAJOR APPLIANCE SALES IN 
CINCINNATI! FOR 1939 WITH NATIONAL SALES 


NATIONAL SALES* 


CINCINNATI GROUP % 


Retail Retail Retail 
Appliances Number Volume Number Volume Units Volume 
Refrigerators ..... 1,840,000 $309,120,000 | 17,750 $2,981,446 1.0 1.0 
7,800,000 241,000,000 | 72,361 2,471,609 0.9 4.0 
Washing Machines 1,320,000 90,090,000 | 15,525 1,175,298 1.2 1,3 
Ironing Machines.. 115,000 8,625,000 | 2,348 170,263 2.0 2.0 
Vacuum Cleaners.. 1,409,500 66,326,550 | 14,034 728,519 1.0 | 
ES Oe 340,000 49,980,000 | 1,183 178,709 0.4 0.4 
Water Heaters... 102,270 9,024,300 231 25,065 0.2 03 


*Estimated by ELECTRICAL MERCHANDISING, January, 1940 
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merchants appreciate the fact that 
ironing machines were not fish, fowl 
or good red herring like other appli- 
ances. They did not belong in the 
category of household devices that 
had won acceptance years ago. They 
called for a different approach. 

Women were offered a free towel 
if they would come in and run it 
through an ironer. They didn’t go for 
the proposition because they were 
afraid to monkey with a hot machine. 

Next it was discovered that the 
slick demonstrations put on by ex- 
perts in front of groups of women 
were not very convincing. A survey 
was made one autumn, some 1,044 
housewives being called on. The men 
got 532 interviews, introduced 6 iron- 
ing machines into the homes, and 
made two sales. 

“We found that half of the 532 
housewives we called on did their flat 
work only. About 50 per cent were 
mildly interested in ironers,” said one 
investigator. “All of them had heard 
of ironing machines and would dis- 
cuss them—but it was the firm deci- 
sion of these women that they would 
never buy them unless satisfied with 
the results they, personally, could get. 
What an expert could do meant noth- 
ing in their young lives.” 

Incidently a Woman’s Home Com- 
panion survey revealed that 89 per 
cent of another group of women said 
they did not expect to buy an ironer, 
and only 10 per cent said they hoped 
for one. 

So it came about in Cincinnati, a 
technique was worked out which 
threw in an ironing education with 
each ironer sold. Fundamentally it 
was the same thing the typewriter 
people used years ago when they 
taught each buyer how to typewrite. 

In one firm women were used to 
do the selling. They were alternated 
between washers and ironing ma- 
chines, two demonstrating one while 
a third showed the other. 

“Our leads for ironing machines 
naturally come from prospects who 
call with the idea of buying a washer,” 
one saleswoman said. “Women are 
naturally interested in anything that 
speeds up the laundry operation. It 
is but a hop, skip and a jump to an 
ironer. The saleswoman sits down as 
naturally as to a cup of tea, runs 
through a piece and says, ‘Now you 
try 

There is possibly where the elusive 


Fred S. Dewey, general sales man- 
ager, Cincinnati Gas & Electric Com- 
pany, is pleased with the showing 
that Queen City dealers have made 
on ironing machines. 


missing link to ironing machine sales 
is hiding. The prospect gingerly sits 
down. 

Over her shoulder the saleswoman 
leans and inserts some simple article 
into the ironer. The operation is gone 
through, once, twice, three times until 
the prospect gets the feeling of 
familiarity and is willing to try it 
herself. Having the prospect do it 
with her own hands is most impor- 
tant. 

The ironing machine is sent out on 
trial. Likewise a saleswoman goes 
along who again and again goes 
through the process of guiding the 
housewife’s hands as she learns to 
operate. 

Of course it costs money. But a 
great majority of the ironing machines 
stick. And those that come back cost 
less than 50¢ apiece to polish up and 
make ready for the floor. Most ironers 
are sold on a 40 and 5 discount to 
the dealer, and this 5 per cent will 
pay for all these home demos. 

Cabinet ironing machines sell na- 
turally to upper economic levels, port- 
ables to the lower income group (and 
has a house-to-house future). There 
is a clear step-up between each ma- 
chine and any firm can carry both 
at a profit. 
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The argument becomes self appar. 
ent: Why should women spend bil 
lions to make themselves appear 
attractive, and then melt down their 
charm in the kitchen over a hot 
stove? 

Here, then, is the great sales argu. 
ment for electric appliances: Beauty 
Preservers. The photographs shown 
prove that the suggestion is no flight 
of fancy, but a grim reality faced by 
American womanhood in those years 
when they most desire allure. 


NEZ WILSON, the home econ- 
omist, once concluded a success 


ful demonstration before a large 


audience of women by asking, “Any 
questions 

“Yes,” replied a middle aged damsel 
down front, “If you are such a good 
cook, why ain’t you married?” 

Hard to realize, but a basic truth, is 
the fact that the fundamental interest 
of women is not ranges, but the eco- 
nomic security of getting a home and 
keeping a husband. The typical range 
buyer is over thirty, and this is a 
vital question. Well does she know 
that women today stand one chance in 
five of losing their men by divorce. 

A glance at what women spend their 
money for indicates that they believe 
that allure and charm count much in 
this regard. They figure the fascina- 
tion of beauty and sex appeal will hold 
their husbands. What else could in- 
duce them to spend the enormous box 
car figure of $2,208,511,174 annually 
(1937 statistics) for dresses, coats, 
cosmetics, perfumes, hosiery? Com- 
pared to this the $5,100,000 put out 
for electric ranges in 1939 is mere 
peanuts. 

Now let’s look at what happens to 
housewives after they have made 
themselves beautiful. The job of keep- 
ing house calls for four or more hours 
a day in the kitchen. In preparing 
an oven dinner for six it has been 


found that kitchen temperatures rise 
From To 
90 116° with a coal stove. 


90° 110° with a non-insulated 
flame type stove. 


90 94 


h tla fl type Son ase atere ar connects d with By and large $1 600,000.00 } for 
90 91° with electric range. pe seed to tell new many clothes annually, dress 
Should k tak shoes—-thase cuts, sifly Took some that makes them look pretty, A 
should much surtace cookery take : 
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i and toss away their hard won allure over 
in hot ranges in their four-hour daily grinds — 


ho: ryauwhich should make you look twice— Litchen fo onetessed out by an electric range. 

anc the women who want fo keep their men The housewife who has ever hed a@ blast of 

we + at all keen on heving them sprinkled heat in her face and felt her mascara run 

Zh ~~ broiling. Electric cooking is cleaner in understands what it means to keep cool and 
tractive The Electric W : 
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fle like $326,270,982 is spent yearly ws Flame type coc tery eleases three info “Bang! So goes another 35c finger wave after 


& het job meal getting. When you under. — 
stand that women hand out from $6.28 aa-~ 
nualy in Wlinois beauty parlors to $12.07 in 
California and $9.79 in New York, anything 
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— soundly designed, ruggedly 
built, and capable of the kind of 
performance that builds the repu- 
tation of manufacturer and dealer. 


Their dependability, economy, easy 
starting and trouble-free operation 
under all conditions of service have 
made them famous as preferred 
power—Briggs & Stratton motors 


PAGE 22 


BRIGGS & STRATTON GASOLINE MOTORS AVAILABLE 
IN A WIDE RANGE OF TYPES AND POWER OUTPUT 


ODERN machines and equipment demand power 
equally as modern. Be sure of such power — 
choose Briggs & Stratton air-cooled gasoline motors 


~ 


PREFERRED POWER FOR = 
TOOLS, AND APPLIANCES 


—FOR HOMES, FARMS, 
AND INDUSTRIAL 


are specified by more manufacturers—are found ona 
greater variety of equipment—than any other make. 
There is tangible extra value in machines, tools and 
appliances equipped with power 
that's preferred for all home, farm 
and industrial applications. 


Look to Briggs & Stratton—the best 
known name in small gasoline mo- 
tors for every field—every purpose. 


BRIGGS & STRATTON Corp. 
MILWAUKEE, WISCONSIN, U. S. A. 
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O-WORKERS of mine in the 

campaign Retailers for Willkie, 

who are not retailers, have called 
my attention to the editorial in Hard- 
ware Age of September 19th which 
quotes this question by a prominent 
California retailer: “May I ask you if 
you are informed whether or not our 
otherwise fine friend, Mr. Willkie, sold 
through his large electric power com- 
panies merchandise such as electric 
ranges,electric water heaters, domestic 
refrigerators and other appliances to 
the detriment of the independent hard- 
ware dealer?” These friends also tell 
me that opponents of Mr. Willkie are 
giving general circulation among re- 
tailers to the claim that Mr. Willkie 
had been unfair in his methods of com- 
petition in that field. 

Naturally, feelings of enthusiastic 
partisans run high in our elections. It 
iscommon practice among many of us 
to make extravagant claims of fitness 
for our favorite candidate and often, 
without investigation or serious 
thought, make unfair and even false 
charges against those we oppose. In 
constant self-controlled contact with 
many people, retailers are probably less 
likely to unreasoned partisanship than 
other groups. 

My personal answer to the Cali- 
fornian is that in its nature retailing is 
more competitive than any other eco- 
nomic activity. We constantly vie with 
each other in prices, quality and service 
in the effort to supply the consumer on 
a basis of making a fair profit and in a 
manner that will add constantly to our 
good will. 

At the friction point between pro- 
duction and consumption, we could 
never get laws that would give us privi- 
leges that would increase profits—we 
neither expect nor seek them. All we 
want is fair play. We anticipate com- 
petition and are always ready to meet 
it, and no matter how efficient it may 


be we never complain unless it is 
unfair. 

Since the beginning of the produc- 
tion and retail distribution of electric 
light and power for domestic uses, to 
get a volume that would justify lower 
rates and increase customers,.corpora- 
tions engaged in this business have 
been compelled to introduce and supply 
to their communities, electrical appli- 
ances, particularly the new ones. Other 
retailers have never objected to this 
where such companies have had intelli- 
gent policies of playing a fair game. 


R. WILLKIE’s statement in Re- 

tailing under date of July 8, 1940, 
under the title of “The Willkie Plan” 
is as follows: “A utility load building 
program, to be truly successful must 
make adequate provisions for the legit- 
imate considerations of retailers and 
manufacturers as well as those of its 
customers. Only when the rightful in- 
terests of all concerned are considered 
can the best results be achieved. * * * 
Full, close cooperation with dealers, to- 
gether with aggressive selling of stand- 
ard appliances by the company, on a 
fair, sound competitive merchandising 
basis that would not only provide the 
necessary incentive and leadership for 
dealers, but also increase the gas and 
electric consumption of the customers 
to the maximum amount commensurate 


So say merchants who competed with his 


companies in the sale of major appliances 


By Samuel W. Reyburn 


with their ability not only to pay for 
the appliance, but also the gas or elec- 
tricity consumed.” And I am sure it 
was lived up to. 

Nevertheless, in being given this op- 
portunity to speak to retailers on the 
subject, I do not want to ask them to 
take my unsupported word, so I have 
written and talked to merchant friends 


of mine who sell electrical appliances, 


in cities that have been served by the 
Commonwealth & Southern of which 
Mr. Willkie was president. They as- 
sure me that that company, at no time 
was unfair or unethical in prices and 
terms in distributing these goods or in 
accepting trade-ins of old appliances. 
They tell me that that company’s distri- 
bution of merchandise to increase the 
distribution of electrical service, was 
marked to carry its own expense of 
operation and that department stores 
and other merchants who sold such ap- 
pliances found no fault with this char- 
acter of competition. 

The president of a department store 
in a large Tennessee valley city from 
his personal observations and from a 
survey made among local retailers of 
electrical goods says without hesitation 
that the entire plan of promotion for 
the sale of electrical goods was highly 
ethical, constructive and eminently fair 
from the competitive standpoint. 


EDITOR’S NOTE 


Electrical Merchandising asked Samuel W. Reyburn, chairman of the board of the 
Associated Dry Goods Corporation to answer a question coming to us and other 
business papers. Mr. Reyburn is the dean of Department store executives and is 
known in practically all fields of distribution. 


His broad acquaintance and contacts enable him to give what we believe to 
be a thoroughly reliable answer as to Mr. Willkie’s attitude and treatment of 
independent retailers when he was competing with them in the sale of major 
appliances long before he or anybody else ever dreamed of him as a presidential 


nominee. 


L. E. MOFFATT 


Editor, Electrical Merchandising 
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Chairman of the Board, Associated Dry Goods Corporation, New York 


At my request a friend interviewed 
the leading retailers in a representative 
Tennessee town and reports that deal- 
ers in such goods with whom he talked 
on October 2, 1940, had only praise for 
the way a subsidiary of the company of 
which Mr. Willkie was president sold 
electrical appliances. 

My attention has been called to the 
fact that in 1935 the Charles A. Coffin 
award by the Edison Electrical Insti- 
tute for the outstanding contribution 
to the development of the electrical in- 
dustry in the United States was made 
to the Tennessee Electric Power Co. 


O SUM UP an answer to the orig- 

inal question published in Hard- 
ware Age, it seems clear to me that Mr. 
Willkie’s plan of increasing production 
and distribution at lower prices was a 
fine contribution to the social and eco- 
nomic life of the communities served 
by his company. And the final result 
was that it helped retail merchants sell 
more electrical appliances, and ulti- 
mately the reduced rates for light and 
power would to some extent increase 
purchasing power. 

Since I have come to know him and 
his record, I have a high regard for 
Mr. Willkie’s character, his wisdom, 
his understanding of the practical af- 
fairs of life and his social conscious- 
ness. In this instance as has been the 
case in many other investigations, the 
more I look into his record the more I 
am convinced that our country needs 
him and his able leadership in this 
great crisis that confronts not only our 
nation but civilization. His high moral 
and ethical standards insure intelli- 
gent and fair solutions to our problems. 
His untiring energy guarantees a new 
aggressiveness in every department of 
the government in carrying out his de- 
termination to have economy and efh- 
ciency in the management of our coun- 
try’s business. 
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John G. Luyben of the Cullman Motor Company, Cullman, 
Ala., is here shown (hatless) demonstrating an electric re- 
frigerator to a prospect. Note that it is a combined auto- 
mobile and electric appliance showroom. 


IGHT as well try to explain 

why a mountain goat stands 

on the edge of a cliff and 
looks off as to try to explain the 
methods of that one-man circus, John 
G. Luvyben, manager of the electric 
appliance department of Cullman Mo- 
tor Company, Frigidaire and Chevro- 
let dealers of Cullman, Ala. 

It is easy to tell what Luyben does, 
but to tell how is a bigger problem 
He has been a member of Frigidaire’s 
BTU club five years in succession. 
His concern for a_ recent 


typical 
month sold 45 out of 57 


electric 
refrigerators sold in the county, this 
in competition with a half dozen deal- 
ers including one mail order-chain 
concern. Month in and month out the 
concern gets about 80 per cent of the 
business in the county, which is 
largely rural, but all white and one 
of the most prosperous in the South. 
Luyben is widely known locally as 
“The Flying Dutchman,” doubtless 
because he gets about too fast to be 
otherwise classified. He once tooted 
a horn in the Al G, Barnes wild ani- 
mal circus and now with his children 
makes up a complete orchestra which 
often plays at all day singings around 
the county. But Luyben strikes his 
best notes selling refrigerators, 
pumps, washing machines and what 
have you to rural customers. He 
knows 90 per cent of the people in 
the county or they know him, either 
one of which helps, but he doesn’t let 
not knowing a person hold him back. 
He acts like he knows everybody. 
Now in selling farm people, one 
might think that Luyben takes to his 
car and rounds them up at their 
homes, in the field or wherever he 
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John Luyben is called ''The Flyin 


Dutchman" 


Ala., because he's always winnin, 


down in Cullma 


prizes for selling. . . . He says it 
simple — he likes people and bh; 
isn't afraid to ask for the order 


might find them. But that is too slow 
for him. He figures that every 
farmer today comes to town at least 
once a week, whether for gre yceries, to 
see the show, consult a doctor, or to 
have his car serviced. Hence Luy- 
ben’s plan is to catch the farmer in 
town and sell him there. This is 
easier, he says, because he has the 
merchandise including all the models 
on hand to show. 

In fairness it will have to be ad- 
mitted that conditions are extremely 
favorable for stem winder Luyben. 
He works for a concern which is 
really farmer headquarters as it sells 
new and used automobiles, accessories, 
appliances, feed, mules and_ other 
items too numerous to mention. It 
would be difficult to find a farmer in 
the county who has not had some 
kind of dealing with the concern. It 
will be recalled that back during the 
depth of the depression in 1932-33, 
when farmers were unable to buy 
automobiles or refrigerators, the com- 
pany did a land office business in 
mules. However, it has the oldest 
Chevrolet dealership in Alabama. 


The head of the company is John 
G. Leigiber, a salty character him- 
self, who rose from a cobbler to be 
the wealthiest man in the town; own- 
ing some 100 houses as well as farms, 
business property, etc. He carries 
all his own paper including that on 
electric appliances, charging a straight 
6 per cent on any unpaid balance. 
This gives the concern a slight ad- 
vantage over dealers who turn their 
papers over to finance companies. 

“On various convention trips I 
have been asked to explain my sell- 
ing methods, but my only explana- 
tion is that I like people and like to 
sell,” explained Mr. Luyben. “Every 
new prospect is just like a new act 
in a circus to me. I like to explore 
him to the fullest, and never give 
up until he buys either from me or 
from a competitor. For one thing I 
am not afraid to ask a man or woman 
to buy, to press for a close if you 
please. I believe that is where some 
salesmen I know fall down. Instead 
of selling, they wait for the prospect 
to buy. 

“We have had favorable circum- 
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stances in one respect in that several 
thousand miles of new rural lines 
have been built in this county. This 
opened up a new batch of prospects 
who owned nothing in the appliance 
line and wanted everything as we 
discovered from a survey. First came 
the demand for lights which was satis- 
fied immediately and then refrigera- 
We have 
sold hundreds of farm water systems. 
Another popular purchase has_ been 
washing machines. 


tors and electric pumps. 


Electric ranges 
and water heaters have not sold in 
any volume as yet to farm people 
who still use wood largely for fuel.” 

Luyben has won enough prizes 
from manufacturers and distributors 
for selling Frigidaires and Chevro- 
lets (he was Chevrolet club president 
for his zone in 1928) to almost fur- 
nish his home. These included a 
seven-foot electric refrigerator, a 31- 
piece dinner set, a handsome mahog- 
any desk, a watch and numerous 
other items and trophies. He is sav- 
ing a second Hamilton watch which 
he won to give his son as a gradu- 
ation present. 
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USIVE 
4 
® Turbolator 3 
Double Bearing Spindrier Cabinet Design 4 
Plus countless other Autom Tinger Pressure 

RI S VOLUME model in the Spindrier line. That's REAL step- 

SPI RA-MATIC E up! Automatic features include Automatic Timer, Auto- $ 95 
matic Overload Switch, Automatic Temperature Control. 
*lutionary! A brand new idea in washers! The EASY Spira-matic Prices begin 

rs . Porcelain Table-top! Features unduplicated at >4U to dou — 
its amazing price! Double wall insulated tub construction. 
‘stor washing action. And a barrelful of EXCLUSIVE features, 
STERIL-GLO, an ultra-violet lamp that kills germs while 

wash, and AUTOMATIC TEMPERATURE CONTROL with a SS \ 
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Point Against 


OT so long ago, when table 
radios were fairly new, a 
well dressed woman was in- 

specting one in a downtown Chicago 
department store. An obliging clerk 
turned the switch on one and was 
waiting for it to play when— 

“Whisssssst!” 

Like a flame an explosion rocked 
the old lady back on her heels and 
caused the clerk to cover his face 
with his hands. When she had gained 
her composure the woman exclaimed, 
“My goodness, is this the way this 
kind of a radio behaves ?” 

“Madam,” replied the clerk, “Frank- 
ly, | have never seen one do anything 
like this before. I do not believe it 

Nevertheless, all bets were off for 
a sale of a table radio to that woman, 
and the chances are she does not own 
one to this day. 

Familiarity with electrical appli- 
ances breeds forgetfulness of the fact 
that they employ electricity, and elec- 
tricity can be dangerous. It is said 
the hazards from modern inventions 
are greater than primitive man faced 
in the jungle. Not so long ago a St. 
Louis housewife went off on a two 
weeks vacation, leaving an electric 
flat-iron on the ironing board with 
the current flowing. When she re- 
turned she was astonished to find that 
the iron had burned away from the 
board, had fallen to the floor, and had 
charged through the floor and was 
dangling by its cord in the basement! 
Nearly every time you pick up a 
paper you see some freak adventure 
of this sort that hits the front pages. 

Rarely mentioned among appliance 
men, but getting a lot of space with 
consumer buying groups is the hazard 
angle of appliances. The woman who 
walks into your store no doubt has 
a friend who at some time got a nasty 
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UNSAFE APPLIANCE 


The darndest things can happen in 
homes—this dog chewing a lamp cord, 
for instance. 


The Public Desire for 
Safety and Satisfaction 
is Greater than You 


Think 


— The Underwriters’ Laboratories Labelf®* 


Portable electric room heaters are of many types and sizes and if not properly 


constructed and correctly used may cause serious fires, 


To guard against such 


disasters Underwriters’ Laboratories tests these devices under both normal and 


extreme conditions of service. 


Woman’: 
tell a cor 
selling n 
shock from a waffle iron. Insulatioggf Common 
at the hinge had become broken aniifas ideal ¢ 
her hand accidentally came in contac will stoc 
with the live wire. Cases like thi 
are numberless. 

Fortunately for the trade there e& 
ists an organization whose label 
approval is a powerful asset in com 
vincing a customer of the reliability 
of an appliance. In fact, Under 
writers’ Laboratories, dates back 
the Chicago Worlds Fair in 189% 
where electricity was first used ona 
grand scale. So frequent were the 
fires that an engineer was sent t 
look into their cause. He discoveret 
that most of them came from faulty 
electrical installations, and as a resuk 
he set up a small private laboratory 1 
test electrical devices. In fact, the 
first report on his books was to the 
effect that while asbestos was fire 
proof, its absorptive qualities did net 
make it a good insulator. In 1%! 
the National Board of Fire Under 
writers made his shop their nation 
testing station. 

The philosophy behind Under 
writers’ Laboratories is simple. Yo! 
take home a device which is dat 


you mak 

gerous. If it sets your house afir aan d 
n 
the insurance companies have to payé $24 8 

loss. It is much more economica ‘95, 


for the insurance companies to & for them 

amine first the articles that may cau* 

such happenings. So it came 
(Continued on page 90) SERV. 
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KNAPP-MONARCH 


APPLIANCE DEALERS 


MAKE WORK 


National Advertising 1s 
rolling up new sales for 


Traffic appliances... . 


DEALERS ALREADY REPORT INCREASED 
STORE TRAFFIC FOR HEM APPLIANCES 
FEATURED IN NATIONAL MAGAZINES ge 
AND ON RADIO NETWORK ..... a 


tell a constant story of the 45 efficient eM. electric servants throughout the fall 
selling months. Impressive color ads for Christmas will remind women of the 
ulatio{[| Common-sense way to do their Christmas shopping—will show leading M- items 
en ani as ideal Christmas gift suggestions. Merchandising minded appliance merchants 
contac will stock these items—display them—reap extra Christmas profits. 
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iability and Faster! 
Under iS FCATURED ON 
ack t “AHEAD OF THE HEADLINES" 
1893 A NATIONAL NETWORK OF 
1 STATIONS .. . COAST TO GOAST! 
re the 
ent 
overel This news will cause pocketbooks to open 


—customers to enter the stores of 1M Deal- 


; ae ers everywhere. The new Knapp Speedster A NEW WAY TO SELL—A 32-page booklet written by : 
: os —quality electric shaver for a $5 bill— A. S. Knapp, president of Knapp-Monarch Co., whose know!l- 
| THE SHAVER THAT SELLS on this “Best edge of practical salesmanship has made a 
Le , in the shaver field. monstrate and se der i h Rn 5 tri 
id ne lang en ee. dealers close more sales—make more money— 
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on all the lines they handle, 


EM. DEALERS MAKE MONEY WITH A PROFIT MARGIN YOU 
CAN REALLY WORK WITH UNDER THE NEW EM. SELLING PLAN Saint Louis,Mo: 

You take no selling time from your major lines when you follow the ( Please send a FREE copy of “A New Way to Sell,” by 
new Knapp-Monarch plan. Yet every time you sell a eM- appliance c TR, . 


A. S. Knapp. No obligation, of course. 
you make a handsome profit. And by filling in the blank spots in your ) Send complete details on the Knapp Natural-Angle Shaver. 
selling day with profit from a line of appliances priced from $3.95 to 


nder- 
You 
dat 

afire 


nical $24.95, you clear a lot of dollars that you'd never get by just wishing | 
for them. But that’s on/y part of the plan. Mail coupon today for full details. 
© ENAPP-MONARCH 
bt THERE ARE 45 3M PERFECT ELECTRICAL ‘a 
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& ETTING into the house is the 
J most important part of door to 


door selling—and every salesman has 


his own methods of “opening the 
door.” Herbert L. Evans of the 
Nicholas Electric Company of Los 
\ngeles, believes that this initial step 
is as important in selling electric re- 
modeling jobs in the wiring field as 
it is for electrical appliances. 

First of all, he likes re-wiring jobs. 
They are clean business—generally 
not competitive, and they are good pay. 
The ave rage householder pays on the 
dotted line at the close of any repair 
or remodeling job, whereas payment 
for new construction is apt to be bound 
up with financing adjustments and ar- 
rangements with general contractors. 

Secon lly, he believes, re-wiring jobs 
can be sold readily by a good sales- 
man who once gets inside the house. 
Mr. Evans has shown more than once 
in his own experience that a sugges- 
tion or two to a householder as to 
possible conveniences which might be 
added to present wiring will result in 
orders Called in to move a switch 
from one side of a room to another, 
for instance, he started to talk addi- 
tional outlets—and ended up with a 
75 rewiring job. 


Delayed-Action Switch 


The question remains, how to get 
into the house? About this he had 
several ideas, which he proceeded to 
try out. His experiences should prove 
illuminating to others who have the 
same problem. The Nicholas Electric 
Company is located in one of the many 
prosperous and growing residence dis- 
tricts of Los Angeles. He tried ad- 
vertising in Los Angeles papers—and 
got no results at all from his local 
prospective customers. Community 
paper advertising brought a few re- 
sponses. An advertisement in a na- 
tional paper with a local circulation 
and a local page brought a few re- 
turns. Theater program advertising 
did him no good at all. For two years 
he distributed calendars of varying de- 
grees of elaborateness and found that 
returns were not enough to pay for the 
promotion. 

Then he had what he thought was 
a really good idea. He rigged up a 
compact and professional looking de- 
monstration box, with a delayed-action 
switch and a telltale light and sent his 
men from door to door with a small 
thermometer bearing the name of the 
firm to be distributed as a gift. This 
“opened the door” and secured a brief 
moment of attention, but in itself it 
was not enough to bring the man ac- 
tually inside the house. The demon- 
stration box was counted upon to do 
that. The men were instructed to ask, 
“Have you ever seen a delayed-action 


switch?”, at the same time opening 
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Nicholas Electric of Los Angeles keeps tabs 


on gadget door-openers and sales litera- 


ture as a means of getting the salesman in 


the box and taking the plug in their 
hand preparatory to connecting it. 
The housewife was then expected to 
reply in the negative, stepping back to 
allow the man to show her one of these 
interesting objects. He then stepped 
inside, looking about for a convenience 
outlet into which to plug his demon- 
stration device. Very few homes have 
these handy little gadgets just where 
you would want to use them. This 
would necessitate unscrewing a lamp 
and screwing in an outlet, with a 
moral all ready at hand for an excel- 
lent sales talk a little later about con- 
venience outlets. 

You can see the point. It was a 
good idea and everybody who heard 
about it in advance was enthusiastic. 
The only thing was—it didn’t seem 
to work. Up to a certain point it did. 
That is to say, the housewife opened 
the door and accepted the thermometer, 
with apparent delight. In fact, the 
thermometers were a really popular 
feature. People came in and asked 


for them. One man drove three or 
four miles with an order for installa- 
tion of a convenience outlet just in 
order to get one like that he had seen 
in a friend’s home. Moreover, Mr. 
Evans figures that they are less 
“dated” than calendars and will remain 
in use in the home for a longer time. 
So far, so good. 


Getting the Plan to Work 


But when the salesman unlimbered 
his box and began about the switch, 
the lady simply wasn’t interested, or 
she was busy, or she simply developed 
a marvelous sales resistance. At any 
rate, she didn’t let the man inside the 
house. Very few of them would even 
wait to listen to the story of the switch 
told on the doorstep. So Evans 
changed his plan again. He sent the 
man out with literature and a sales 
talk, later with a card, literature and 
a talk, then with just cards. 

It is difficult to tell just what effect 
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House. 


this last move has had. There hay 
undoubtedly been some return 
Where the thermometers were 
tributed, this neat little gadget kee 
the firm’s name where it will be see: 
The card and literature are beginni: 
to bring in a group which had 19 
hitherto stopped at the store. 
analyzing results, Mr. Evans learne 
a number of things. One was tha 
people who lived in his neighborhos 
in the direction away from town wer 
the ones who were apt to drop int 
the shop when they had a small jo 
to be done; those in the district | 
cated toward the center of town fro: 
the store did not. This probably | 
something to do with the direction 
which people walk to take street car 
and buses. At any rate, he has se 
to it that the cards and literature wer 
left in those homes where his sh 
was least known—and hopes as a re 
sult to reverse the tide and to ¢ 
people to walking a block or two w) 
town. 

Careful books kept on this pron 
tion show exactly what has been done 


Thermometers given directly 

to people with sales talk 

(47 of them were owners)... 123 
Thermometers left at home— 


64 
Literature and sales talk (19 
were owners) ............ 82 
Literature without sales talk. . 42 
12 
Card, literature and sales talk 
(250 owners) ............ 276 
Card and literature, no talk.. 119 
Cards distributed door to 
door without trying to gain 
ame 
Total given sales talk...... 48) 
Literature left at door............. 1,77 


316 of the 481 given sales talk were owne 


Any business traceable to this pr 
motion is also to be entered on 1! 
books, so that in the end there will ! 
a very complete record of results. § 
far, the record is not the one he ha 
in mind. He still wants to get his 1 
inside the door. He still believes ¢! 
demonstration plan a good one, # 
is not quite sure where his idea we' 
wrong. Was the delayed-actio" 
switch not the right gadget to off 
for a demonstration? Was it the pe 
sonality of his man who tried to ¢ 
inside the door? Any ideas? 


A 


AST 

( 

about t 
business 
full ten 
one of 
you ma 
cut gla 
are alsc 
self ov 
the we: 
the pai 
past de 
Hanna 
celebra 
He 
the pa 
had se 
ditfere 


ELEC 


| gate | 
\ \ 
| / / 
| 
| 2 
I 
| 
| 
| 
| 
Clo 
| 
| 
| 


hav 
returns 
re dis 
t keep 
Seer 
rinnir 
ad no 
| 
learne 


orhov 
n wer 
int 
all jo 
‘ict | 
ily | 

tion 

et car 
iS See 
e wer 
; sh 
sare 
to ge 
vO Uf 


done 


After Years 


B. F. Hannah of the Grabe Electric Company, Tucson, 
Arizona, looks his business over after a successful 


decade and revises it to meet changed conditions 


By 
Clotilde Grunsky 


AST year B. F. Hannah of the 
Grabe Electric Company, Tuc- 
son, Arizona began to think 

about the fact that he had been in 
business in his present position for a 
full ten years. It was an anniversary, 
one of the kind that in married life 
you mark off by giving presents of 
cut glass or some such ritual. You 
are also apt to sit down and look your- 
seli over, to see how you have stood 
the wear and tear and whether or not 
the path you have followed for the 
past decade has been a good one. Mr. 
Hannah chose this latter method of 
celebrating the event. 

He began to think seriously about 
the past ten years and the changes it 
had seen. Things were quite a bit 
diferent today. The number of deal- 


Merchan- 
dise, of course, had changed im- 
mensely. From the standpoint of his 
own business, the importance of the 
contracting end had lessened and ap- 
pliance selling had increased. The 
volume used to stand about 56 per 
cent contracting and 44 per cent store 
—now not more than 10 per cent of 
the company’s activities are in the 
contracting field. The Grabe Electric 
is simply not interested any more in 
the competitive type of contracting 
job. He found, too, that there was 
not nearly so much field selling as 
there had been. The tendency was to 
concentrate on store sales and on 
bringing people into the store where 
demonstrations could be made and the 
sale finally closed. 


ers in town had increased. 
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Were all these changes good? He 
decided to make a survey to find out 
just where the store stood in the com- 
munity. 


Survey Tells 


As a basis for this, he secured the 
registered records of time payment 
sales over a considerable period from 
the city files and proceeded to have 
his salesmen call to investigate two 
hundred sales he didn’t get. This 
sounds odd—and you might expect 
that people would refuse to talk to 
the man who came to the door with a 
questionnaire to find out about a sale 
which his firm had not made. But 
they were not as difficult to handle as 
you might think. They were not 


Exterior view of the Grabe Electric Co, 
store in Tucson, Ariz. 


At left, a salesman makes a _ range 
demonstration in the Grabe showroom. 


asked to give out any confidential in- 
formation. They found that the man 
who called was armed with the in- 
formation that they had purchased 
an appliance, the store from whom 
they purchased it and the terms in- 
volved. They reacted pleasantly and 
understandingly to the desire of the 
Grabe Electric to find out just where 
it stood in a ten-year retrospect—and 
a surprisingly large number of them 
responded in detail to the questions 
asked. 

These covered such details as 
whether or not the customer had ever 
shopped the Grabe Electric Store. 
If not, was there any reason why 
they had not? If so, who waited on 
them? Did he try hard to understand 
what the customer wanted, or was 
he a little careless? Did he get the 
name of the customer? Did he call 
or telephone afterwards? (One, two 
or three times?) How soon after the 
store call was that? Did competitor 
call, and how many times? Had any 
representative of the Grabe Electric 
ever called at the home? On what 
business? And so on. 

The homeowner was asked how 
long after she started shopping she 
actually bought the equipment, whether 
the representative of the Grabe Elec- 
tric with whom she had had contact 
fully explained the merchandise, prices 
and terms, whether they were higher, 
lower or about the same as those of 
competitors and for any advice she 
might feel like giving in regard to 
the deal. “Do you think Grabe’s offer 
good merchandise?” she is asked, 
“Good courteous service? Prices? 
That we treat you right? Just where 
do you think we failed?” 

Also somewhere in the course of 
the interview she was asked if she 


(Please turn to following page) 
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On-their-toes appliance dealers who have seen 
BROILKING sales soar in steady day-to-day opera- 
tion know that BROILKING is going to be this Christ- 
mas’s biggest appliance gift item! Table broiling is 
NEW and—people are always looking for something new 
to give for Christmas! BROILKING is PRICED 
RIGHT for real volume. BROILKING packs quality, 
performance and eye-appeal into an appliance that 
WOMEN WANT! Feature BROILKING in your gift 
line this December and see for yourself that there IS 
a Santa Claus! Write for our Profit Plan. 


INTERNATIONAL APPLIANCE CORPORATION 


Metropolitan and Morgan Avenues + Brooklyn, New York 


Features that sell... 


Extra roomy broiling area... Automatic 
heat indicator ... “Circulator Hood” to 
ventilate and prevent “stewing”... High- 
low heat... Handsome chromium finish .. 

Black bakelite, heatproof handles and ep 
One-year guarantee (except cord and 
porcelain tray)... Many other features. 


AMERICA’S FINEST ELECTRIC tafbe BROILER 


| trict of modest homes. 
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Checking Up After 10 Years 


ONTINUED FROM PAGE 33 


liked to be advised of new merchan- 
dise—and at the end if she liked small 
gifts. 


People Not Being Reached 


Naturally, results from this ques- 
tionnaire were not of the type you 
can tabulate and reduce to percentages. 
But they were very illuminating. It 
was interesting for instance that 
many of the homes listed as repre- 
senting “lost sales” were in the dis- 
Most of them 
had never been into Grabe’s store 
and had had little contact with it. 
It was obvious that these people were 
not being reached by the present mer- 
chandising policy of the store. Appar- 
ently they were people who did not 
come in to the store to buy, but had 
to be contacted in the field. 

Here was another interesting item. 
Practically none of them knew the 
name of the salesman with whom 
they had dealt, either of the Grabe 
Electric, if they had dealt with that 
firm at all, or of the store which 
had been successful in making the 
sale. Some of them called the man 
by the name of the store. In any 
case, it was obvious that the salesmen 
had made little effort to make a per- 
sonal friend of the customer, of the 
type who keeps sending in the names 
of friends as prospects. In fact, very 
few homes reported that there had 
been any call-back at all after the 
sale was made. 

Very few of these purchasers had 
shopped about very much for the 
equipment they finally bought. Prac- 
tically all of them had made their 
purchase within forty-eight hours of 
the time they had set out to make 
their first inquiries in regard to the 
sale. 

Good homes in the more well-to-do 
districts were not interested in being 
informed of new equipment, but the 
humbler type of home was glad to be 
informed of opportunities, though 
they were frank in saying that they 
had very little money and could only 
at long intervals undertake a major 
purchase. Of the sales in which the 
Grabe Electric had figured but lost 


out, there was usually some spe;; 
deal involved, either in terms 
trade-in values. 


Prompt Follow-Up Needed 


Conclusions to be drawn from the 
results were not in the form of ha 
and fast rules. It was obvious that 
sales followed within 48 hours of ; 
initial store contact, it was importay 
to follow up store leads promptly. \| 
Hannah has made a definite chang 
in his sales organization to meet t} 
need, pairing his salesmen, so thj 
one is always on the floor while th 
other is always in the field. The 
men share prospects and commission 
on sales. 
afraid to get out into the field, knoy 
ing that there is always someone 
the store to represent his interest a: 
to pick up any leads which n 
show up. 

It was obvious also, that a go 
number of homes in the communit 
were not being reached by the method 
used to bring them into the stor 


Mr. Hannah decided to revert to th 
method of more field contacts. This 


meant an increase in staff. But i 


stead of adding additional salesmen 
outright, who would make competitio: 
more difficult for the present worker 
and who might or might not repre- 


sent the company in the way it wish 


to appear before the public, he pro- 


posed to add men in a training cours 
during which time they would | 
developing new business which, 
they showed themselves good at t 


job, would justify their permanen’ 


addition to the staff. 


The plan contemplates a six-week: 
training course, during which the mar 


would be paid a nominal salary (sa 
$10 a week). He would be instruct: 


in his work with a regular introduc: 
tory course and then would be sent ow: 
for an hour or two each day on 2 
bearing an_ invitatior 
to the housewife to come in to thi 


service truck, 


store to receive a gift. Later go int 


the field, not to sell, but to develo; 


prospects. Mr. Hannah has had go 


experience in the past with the us 
of motion picture showings of elec- 


IT'S THE BEST THERE Is ~ 
ECONOMICAL, oust 
OPERATION.. NEVER A 
MOMENT'S TROUBLE 
PROUD OF IT! 


BUT... APEW HOURS LATER...... 


DEALER'S voice :— 
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clud-s the use of several machines 
of this type in the field at one time 


in the hands of these apprentice- ula 
salesmen. It is to be their duty to You \ 


Speci secure the showing of these movies 


rims in private homes. They are not to be 
permitted to sell, but the minute the 


trica. equipment and the program in- e \ 


prospect asks the price or shows any 
»ded @ sign of being interested in making a 

purchase, they are to pick him (or, 
more usually, her) up in their car 
of hall and bring him into the store. Mr. No, sir! You couldn’t pick a better time than right now to lay 
that #¥ Hannah feels that the customer has in a supply of General Electric Clocks. In the first place, 
the right to be sold by an experienced Christmas—the best clock season of all—is just ahead! And 
Portail salesman. At the end of the period in the second place, right now General Electric offers you 


ly. Mil of training, the man who has shown the hottest setup in the electric clock business—22 brilliant 
chang] himself good material is assured of a | pew models—a barrage of national magazine advertising — 
a - regular job with the company. and a sales-promoting display that’s the smash hit of the 
ile industry! 

Thes Many Policies Confirmed 


Get behind this dramatic merchandising program, now, and 

In other respects, this “ten years make 1940 your biggest and best clock year! General Electric 
after” survey confirmed Mr. Hannah’s clock prices start at $2.95 retail. There’s a wholesaler near 
belief in many of the policies which you who can fill your requirements promptly. If you do not 
his store maintains. He still lays em- know his name, write us. A new low-priced alarm in neatly 
phasis on bringing the customer into GENERAL ELECTRIC COMPANY, BRIDGEPORT, CONNECTICUT designed case of walnut-brown or 350 


lission 
is n 
knox 
"One | 
est ar 
hon 


the store, believing that the better ety 
type of sale—the one in which the | oa wisi! 

t SoG customer pays cash or lives up to his | 
time-payment contract without any 
difficulty, is apt to be a store-initiated 
sale. He also believes that his policy 
of generous dealing with any customer 
complaint is the way to make friends 
and to avoid all the ills which come 
from a lack of them. When the cus- 
tomer wants something which is un- 
reasonable, it is a good thing to 
Pref] remember, says Mr. Hannah, that he 
usually does so because he genuinely 
© Pr‘ believes he is right. He thinks he has 
a justifiable grievance. The way to 
handle such a case is to do something 


about it. It is not always necessary 
at till to give in to the customer’s unreason- eeuirues 


: illi i " illi i lock featuring twin 
aie demands, but usualy the | soled alarm lock messed 

_ fm tion can be met and the difficulty case. Gold-colored spokes and Ivory, Green, White, Red. Model _Silver-colored trim on blue model, gold- 
"Weens remedied, if the dealer will simply hands. Model 7H-124. Retail, $6.95. 2H-10. Retail, $4.95. colored on pink. Model 3H-160. Retail, 

e ma regard the dilemma from the cus- $9.95. 

(say, tomer’s angle as a problem which 
ructe must be solved somehow if satisfaction | 
roduc is to be restored. Much of the suc- 
nt oul cess of the Grabe Electric Company 
a in the past has been due to Mr. Han- | 
ation nah’s gift of turning a disgruntled 
a “- and difficult customer into a friend. 4 
O int 4 
velo; 
g00 “Lost Sales” Book 
’ o. Nor does he intend to wait for an- 


other ten years for a check-up to see 
how his firm is getting on. One of 
the most important institutions of the 
7 firm is the “Lost Sales” book, in 
which Mr. Hannah has the habit 
of jotting down the facts in regard GENERAL @ ELECTRIC 
to any sales which he has lost, to- Sol SBaatengy Clack 
gether with the reasons for the failure 

to close the deal, as seen by the sales- THE G-E “JEWEL TRAY” CLOCK DISPLAY! a See ee ee 
man involved and by himself. Here, 


nd finely finished * Completely A G-E clock advertisement in every issue 
too, he records the details of mer- pw fo pence tsa * Only 24 fea wide right through the Christmas season * Each 
chandising plans which did not pro- *% Kitchen Clock panel may be removed if desired issue read by upwards of 10,000,000 persons 
duce expected results. From time to * G-E clock features and selling suggestions printed * A tremendous selling force that is certain 
time he studies this record. Any one on back of display. to stimulate General Electric Clock sales. 


of the items in itself may seem to be 
a matter of no importance, but if they 
are all written down, after a while 
they begin to show a pattern, a pattern 
which reveals a mistaken policy or 
method, perhaps— something which 
can be remedied. 

The last ten years for the Grabe 
Electric were pretty good—Mr. Han- 
nah plans to see to it that the next 
ten years are better. 


. 
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Hand cleaner Model 51 
Reg. retail price $1650 


ERE’S A BARGAIN if there ever was one—designed and priced 

for you to do a VOLUME BUSINESS and make FULL 
PROFIT on every sale! Premier’s Matched Set has all the 
features, all the sales appeal needed to sell at $61.00, but it’s yours 
to offer as low as $39.95 and the customer’s old cleaner—/ess than 
the regular price of the floor cleaner alone! 


A FAST MOVER WITH THESE FEATURES! 


Both hand cleaner and floor model are equipped with motor- 
driven brush—and the floor model has a search-lite as well. Both 
have the added sales appeal of a distinctive new green-crinkle 
finish. The Matched Set doesn’t depend on price appeal alone— 
Premier provides a powerful assortment of merchandising and 
sales promotional material to help you sell! It’s a “natural” for 
volume sales and a perfect set-up to sell up to the Premier Partners. 


PREMIER DIVISION, ELECTRIC VACUUM CLEANER CO., INC. 
1734 twanhoe Rd. @ Cleveland, Ohio 


Rush me complete details on Premier's Matched Set, Premier Partners and Premier's Power- 
house Promotion for greater vacuum cleaner sales and profits. 


NAME 


ADDRESS 


city STATE 
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Regular *6100 Value—Now Only 


Floor cleaner Model 41 
Reg. retail price $4450 


WITH 


NEW 


AND OLD CLEANER 


WITHOUT OLD CLEANER, 
PRICE IS. . . $4495 


For Full Information on How to Get 4 
Bigger Volume and Greater Profits with 
Premier, Mail the Coupon— Today! 


PREMIER DIVISION 


Electric Vacuum Cleaner Co., Inc. | 
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WITH THIS 
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~ PREMIER VAC-KIT 


Featherweight, powerful, cylinder- 
cleaner for all 


= 


Top quality, full-feature, 
motor-driven-brush cleaner 


THE MOST POWERFUL PROMOTION for Premier dealers in all 
Premier history is under way—right now! Pictured above is just 
part of Premier’s big national magazine campaign—featuring full 
page color ads—that’s only the first step in this big powerhouse 
drive! For every Premier dealer, there’s a world of “on-the-spot” 
retail cooperation and promotion, sales helps and tie-in material 
that makes this campaign bis own! 


THIS PAGE ISN'T BIG ENOUGH to tell you the whole program 
that’s yours—when you “step out and sell up” with Premier Partners. 
Remember Premier Partners—Floor Model and Vac-Kit—are the 
only combination of the kind on the market today! Remember, you 
can sell them together for less than many single cleaners alone. 


SEND IN THE COUPON on the page opposite for all the facts. When y “ F M { F R D lV | S i 0 N 3 


Electric Vacuum Cleaner Co., Inc. 


you get them, ask yourself who but Premier offers so much sales- 
support for you. Compare Premier’s facts with amy selling story you 
have ever heard on amy vacuum cleaner—and you'll see why it pays to 


1734 Ivanhoe Road 
STEP OUT AND STEP UP WITH PREMIER! (| 


1G 
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Radio Program 
Is Business-Getter 


RADIO PROGRAM run daily for 

more than three years has proven 
a consistent business getter for The 
Inc., dealers in General 
Electric appliances, Birmingham, Ala. 
Jack Evans, proprietor, acts as his 
wn master of ceremonies on the 
program thus giving it a personalized 
note that would not be possible other- 


Evans Co., 


rogram 1s slanted especially 


toward the housewife, coming on at 
-45 o'clock each morning for a 15 
minute period, just 
hour-long 


prior to the be- 
Breakfast 
Club program, famous studio feature 
if the National Broadcasting Pro- 


ginning of the 


[he program is known as “The 
\rtists Parade” and consists of re- 
corded music interspersed with about 
three announcements by Mr. Evans. 
usually devotes to 
including 
washing ma- 


Two of these he 


new merchandise refriger- 
radios, 
chines and water heaters and one to 
The latter is more or 
ess for the purpose of obtaining pros- 


itors, ranges, 


1 used special 


One feature offered several times 
by Mr. Evans is to auction off via 
the radio some appliance, say for in- 
$34.95 table model radio. 
He describes the radio in detail, gives 
the retail and invites listeners 


stance a 


price 


to send in their bids. The highest 
bidder gets the radio at the end of 
the week. This idea also is chiefly 


for the purpose of obtaining pros- 
pects. 

“There is nothing sensational about 
this radio program,” said Mr. Evans. 
“Its virtue, if any, is in its consistency. 
I don’t think that a program of this 
kind run just-for a few weeks would 
do a dealer much good, just as ad- 
vertising once or twice in the news- 
paper and then stopping does much 
Our program has been running 
daily for more than three years and 
thus is pretty well known. It makes 
selling easier for us and provides 
quite a few direct sales as a result 


good. 


of the calls for both new and used 
appliances developed.” 

It should be mentioned that Mr. 
Evans classifies as an artist himself 


as well as an electrical dealer. He is 
a pianist of note and is not adverse 
to striking a few notes on his own 
program to give variety to the re- 


corded music. He keeps a piano in 
the rear of his show room and oc- 
casionally drop-in customers hear him 
playing some classical selection. 

Despite this love for the piano, Mr. 
Evans insists that the sweetest music 
to his ears is the words of the cus- 
tomer at the conclusion of a sale 
“Where Do I Sign.” 


Check Lists Develops 
Prospects in Montana 


prospects for new uses 
of electricity and at the same 
time promoting a wider use of electri- 
cal equipment in the commercial and 
industrial field are the two main ob- 
jectives of the check list being used 
by the commercial and industrial light- 
ing staff of the Montana Power Com- 
pany in the survey which is being 
conducted of the entire system. 

Lists are printed for garages and 
filling stations, jewelry stores, doctors’ 
offices, grocery stores, banks, drygoods 
stores, office buildings, meat markets, 
furniture hardware _ stores, 
dentists’ offices, cleaning and dyeing 
shops, hotels, restaurants and cafes, 
drug stores and beauty shops. In one 
column are listed all of the uses of 
electricity in the particular type of 
store, with space left for a check if the 
customer has any of the equipment 


stores, 


EWE 


Jack Evans, proprietor of The Evans Co., Inc., auctions off a radio over the radio. 
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listed. The second column is left free 
for remarks. These lists are printed 
in duplicate, one being returned to the 
power company, where it is available 
to contractors and equipment dealers 
who wish to follow up these firms as 
prospects. The other form is left 
with the proprietor of the store, serv- 
ing to remind him of other electrical 
uses which other firms in his business 
find advantageous, but which he has 
yet to add to his equipment. Cooper- 
ating dealers are making good use of 
these lists, with gratifying results. 


The Refrigerator Talks Back 


UCCESSFUL use of transcrip- 
tions as a sales technique is ac- 
complished in the Electric Institute, 
Public Service Company of Colorado, 
Denver, by means of a short fifteen- 
minute skit which emphasizes the ad- 
vantages of electric refrigeration 
through the medium of a talking re- 
frigerator and an old ice box which 
tell their stories to the housewife. 
The Denver Electric Institute pro- 
vides a meeting place for women’s 
groups and, as a feature of the daily 
programs, some form of entertainment 
usually is provided. The talking re- 
frigerator and ice box skit is a skilful 
combination of entertainment and sales 
promotion. The audience appeal is the 
intriguing three-way conversation be- 
tween the two applicances and Miss 
Elizabeth Rece, who takes the part of 
the housewife. 
When the lights go out in the Elec- 


Miss Elizabeth Rece of the Denver Electric Institute with her talking refrigerator 
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tric Institute, the curtain opens on , 
stage set with an old ice box 01) th 
left of a room in a modest home. The 
young housewife returns from a visi; 
and is surprised to hear herseli ad. 
dressed by her old ice box. In grieve) 
tones and quavering voice he gives her 
a piece of his mind and berates her 
for “letting him down.” He accuses 
her of allowing an upstart new elec. 
trict refrigerator to displace him in 
her affections. Old ice box’s voice 
breaks as he tells her that she is not 
treating him fairly after he has served 
her so faithfully all these years, 
“Now that I am old and worn out 
you want to discard me.” 

The young housewife replies that 
he has not served her any too well, 
what with the food that spoiled in his 
care, the muss he has caused, and the 
inconvenience to which he has put 
her. “I’m the one who is getting old 
using you,” she says. 

The new electric refrigerator is de- 
livered on the platform at this time 
and the young housewife leaves the 
room to answer a telephone which is 
ringing off-stage. While she is gone, 
old ice box and new electric refrigera- 
tor strike up a speaking acquaintance 
and compare notes, enumerating their 
good points, of course. Here is the 
opportunity for the electric refrigera- 
tor to put over its selling points! 
Finally, even old ice box has to admit 
to new electric refrigerator, “You're 
pretty slick, all right!” 

The entire script for the playlet is 
on a single disc recording. The sounds 
are produced behind a screen and fed 
to two amplifiers, one behind each ap- 
pliance. Gilbert H. Bucknum is the 
sound man who handles the mechanics 
of switching the voices so that they 
feed to the right loudspeaker at the 
proper time. Miss Rece times her 
bits of conversation so that they are 
synchronized exactly with the “dead” 
spaces on the record. By careful 
manipulation and _ rehearsal before- 
hand, realistic two-way and a three- 
way conversations are sustained. 

Women’s groups scheduled 
months ahead for the Electric Institute 
and James T. Coatsworth, Superin- 
tendent, estimates that approximately 
10,000 ladies will see and hear this 
electric refrigerator demonstration be- 
fore the end of the present refrigera- 
tion season. 
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YOU 


STARTING WELL 
BELOW $200°% 


$100°° BELOW 
1939 
STARTING PRICES 


Also Makers of Concert Grand and Magic Keyboard Radios and Scotch Maid Electric Ranges 
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ATLANTA, GA., Peaslee-Gaulbert Corp. 
BALTIMORE, MD. 

Baltimore Gas Light Company 
BATON ROUGE, LA., General Gas Corp. 
BEAUMONT, TEXAS, The Reed Company 
BILLINGS, MONT. 

Kelley-How-Thomson Company 
BIRMINGHAM, ALA. 

Stewart-Warner Distributing Company 
BLUEFIELD, W. VA. 

Bluefield Hardware Com >any 
BOSTON, MASS., Graybar Electric Co. 
BUFFALO, N. Y. 

Buffalo Nipple & Machine Company 
BURLINGTON, VT. : 

Hagar Hardware & Paint Company 
CHARLESTON, W. VA., R. H. Kyle & Co. 
CHARLOTTE, N. C., Shaw Distributing Co. 
CHATTANOOGA, TENN. | 

Tennessee Valley Electric Company 
CHICAGO, ILL. 

Stewart-Warner Distributors Co. 
CINCINNATI, OHIO 

Griffith Distributing Corporation 
CLEVELAND, OHIO, The Kane Company 
COLUMBUS, OHIO 

Appliance Distributing Company 
DALLAS, TEXAS, Stewart-Warner Corp. 
DAYTON, OHIO, Stewart-Warner Corp. 
DENVER, COLO., David C. Dodge, Inc. 
DES MOINES, IOWA, Luthe Hardware Co. 
DETROIT, MICH., Morley Brothers 
DUBUQUE, IOWA, The Home Supply Co. 
DULUTH, MINN 

Kelley-How-Thomson Company 
ELMIRA, N. Y., Brady Electric, Inc. 
EVANSVILLE, IND., Small & Schelosky Co. 
FRESNO, CALIF., B. J. De Jarnatt 
GRAND RAPIDS, MICH., Morley Brothers 
HARTFORD, CONN. 

ood, Alexander & Company 
HOUSTON, TEXAS | 

Forston Distributing Company 
INDIANAPOLIS, IND. ; 

Griffith Distributing Corporation 
JACKSONVILLE, FLA. 

Peaslee-Gaulbert Corporation 
KANSAS CITY, MO. 

Stewart-Warner-Alemite Company 
KINGSTON, N. Y., Canfield Supply Co. 
KNOXVILLE, TENN. 

House-Hasson Hardware Company 
LEWISTON, MAINE 

Lewiston Maytag Company 
LITTLE ROCK, ARK., Brandon Company 
LOS ANGELES, CALIF., H. E. Sherman, Jr. 
LUBBOCK, TEXAS, Sanders Tire Co. 
LOUISVILLE, KY., Peaslee-Gaulbert Corp. 
MEMPHIS, TENN. 

Southern Distributing Company 
MIAMI, FLA., Peaslee-Gaulbert Corp. 
MILWAUKEE, WIS., Shadbolt & Boyd Co. 
MONROE, LA. 

Monroe Furniture Company, Ltd. 
NASHVILLE, TENN. 

Tennessee Valley Appliances, Inc. 
NEWARK, N. J., E. B. Latham & Company 
NEW ORLEANS, LA. 

Household Appliances Corporation 
NEW YORK, N. Y., Colen-Gruhn Corp. 


* 


For Complete Facts About the 


DUAL-TEMP 


Write or Phone Nearest Distributor>Below 


NORFOLK, VA., George H. Bowers 
NORTH PLATTE, NEB. 

Kunkel Auto Supply Company 
OKLAHOMA CITY, OKLA. 

Jenkins Music Company 

(Wholesale Division) 

OMAHA, NEB., Luthe Hardware Co. 
PECOS, TEXAS, Leader Grocery Co. 
PHILADELPHIA, PA. 

Philadelphia Distributors, Inc. 
PHOENIX, ARIZ. 

C. M. Martin, Wholesale 
PITTSBURGH, PA. 

Brown-Dorrance Electric Company 
PORTLAND, OREGON 

Alemite Company of the Northwest 
PROVIDENCE, R. I. 

Good Housekeeping Shops 
RICHMOND VA., A. R. Tiller, Inc. 
ROCKFORD, ILL. 

Appliance Merchandisers Co. 
SAGINAW, MICH., Morley Brothers 
ST. LOUIS, MO., Brown Supply Company 
ST. PAUL, MINN. 

Kelley-How-Thomson Company 


SIOUX CITY, IOWA, Warren Electric Co. 


SALT LAKE CITY, UTAH | 
Z.C.M.1. Wholesale Appliance 
SAN ANTONIO, TEXAS 
Alemite Company of San Antonio 
SAN FRANCISCO, CALIF. 
Hadicke-Redd & Company 


SEATTLE, WASH., Domestic Utilities, Inc. 


SPOKANE, WASH. 

Alemite Company of the Northwest 
SYRACUSE, N. Y., City Electric Company 
TROY, N. Y., H. A. McRae & Co., Inc. 
TUCSON, ARIZ. 

Arizona Appliance Mart 
UTICA, N. Y., Miller Electric Company 
WHEELING, W. VA. : 

Brown-Dorrance Electric Company 
WHITE PLAINS, N. Y. 

Behrer-Nason Company, Inc. 
WICHITA, KANSAS 

The Stewart-Warner Products Co. 
WILKES-BARRE, PA., R. B. Wall Co. 
WINSLOW, ARIZ. 

Northern Arizona Furniture Company 


CANADIAN DISTRIBUTORS 
WINNIPEG, MAN. 

Hudson's Bay Company 
VANCOUVER, B. C. 

Hudson's Bay Company 
SASKATOON, SASK. 

udson's Bay Company 

EDMONTON, ALTA. 

Hudson's Bay Company 
VICTORIA, B. C. 

Hudson's Bay Company 
CALGARY, ALTA. 

Hudson's Bay Company 
MONTREAL, QUE. 

Franke, Levasseur & Company, Ltd. 
TORONTO, ONT. 

The Big “A Company, Ltd. 
BELLEVILLE, ONT. 

The Big “A” Company, Ltd. 
HAMILTON, ONT. 

Wood, Alexander & James Ltd. 
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| Roaster Demonstrations in 


the Home 


N the theory that electric roaster 
sales volume depends upon dem- 
onstrations, a new plan of selling 
roasters by home demonstrations is 
being tried out this month (October) 
by the Southern California Edison 
Co. The demonstrations are made 
by a home economist or an employee 
trained for the work. 

The October issue of the com- 
pany’s consumer magazine, “Electrical 
Times,” invites Edison customers to 
telephone or call at their Edison office 
if they would like a demonstration of 
a roaster in their home. The demon- 
strator calls with a roaster, cake tins 
and a package of ready mixed cake 
flour to which only water need be 
added. The cake is baked in the 
roaster to illustrate the excellent re- 
sults obtainable with all kinds of 
roaster cooking. 

Employees interested in doing dem- 
onstration work were trained in 
classes held in all divisions of Edison 
territory. “How to Demonstrate a 
Roaster in 10 Easy Pages” is the title 
of the sales directions which served 
as textbook, The usual employee bonus 
is paid when a demonstration results 
in a sale. The activity is being di- 
rected by H. C. Rice, Edison manager 
of domestic sales. 


Reprints Promotes Sales 


RTICLES on the use of electrical 

appliances in the home appearing 
in women’s magazines are used to good 
effect to stimulate sales by the San 
Joaquin division of the Pacific Gas 
and Electric Company. The Valley 
Electrical Supply Company, commer- 
cial representative of the company in 
this district, obtains color reprints of 
articles of particular interest and fur- 
nished them to dealers as a part of its 
“through-the-dealer” plan. Division 
offices are used as mailing points for 
these reprints, with a letter under the 
district manager’s name to range and 
other prospects. Salesmen also find 
them most useful as door-openers. 


2800 Names Engraved on 
Refrigerator 


Nearly 2800 names of owners of re. 
frigerators purchased from this store 
cover this specimen box in the appii- 
ance department of Sears, Roebuck 4 
Co., South Lamar street retail store in 
Dallas. The name-covered refrigerator 
has proved one of the most effectua 
devices hit on to halt customer trafic 
and help build sales. 


Paid Cash for 


Demonstrations 


URING “National Demonstr 
tion Week” on Maytag washer 


the Riedling Music Company of 
buquerque, of which Roy E. Thony 
son is proprietor, paid 25¢ in cash: 
the housewife who permitted a Ma 
tag to do her week’s washing. 
the customer had to do was to pho: 
in and notify the store the day 
which she wished to have her wash: 


done. The washing machine was the 
delivered to her home, complete wi 
soap—all she had to do was supp! 
the water. At the close of the demo: 


stration, she was paid 25 cents. T! 


store, of course, reserved the right! 


select the demonstrations to be made 


Baby Chicks Good for a Crowd Anywhere 


Live chicks in the window are good, not only to sell electric poultry equipmet, 
but to stop every passerby. They watch the chickens and, incidentally, take ir 
the display of electrical appliances and lamps in the main body of the store in 
the background. At least that is the experience of the Western Colorado Power 
Company, the window of whose Montrose office is shown here, with its electric- 
ally mothered chicks duly scratching for a living for themselves and for the 
Montrose Hardware Company from whose store the brooder originated. 
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Oliver R. Hogue of the Commonwealth 


Edison Company, has been elected 
president of the Chicago Lighting 
Institute. 


Hogue Heads Chicago 
Lighting Institute 


CHICAGO—Oliver R. 
of lighting and wiring sales, Common- 
wealth Edison Company, Chicago, has 
been elected president of the Chicago 
Lighting Institute to fill the vacancy 
caused by the death of E. W. Lloyd. 
Ralph G. Raymond and D. K. Hardacre 
were also elected to office. 

The Chicago Lighting Institute occu- 
pies 12,000 square feet of space on the 
oth floor of the 20 North Wacker Drive 
Building. It is a cooperative enterprise 
levoted to the advancement of the tech- 
nique of lighting. Member companies and 
sponsors are Benjamin Electric Manu- 
facturing Company, Commonwealth Edi- 
son Company, Curtis Lighting, Inc., The 
Electric Association, General Electric 
Company, Public Service Company of 
Northern Illinois, and Westinghouse 
Electric and Manufacturing Company. 

Among the permanent displays fea- 
tured at the Chicago Lighting Institute 
are a completely furnished five-room 
home, a model store where all forms of 
store lighting such as recessed down 
lights, surface mounted or indirect incan- 
lescent units and both pendant and cove 
fluorescent lighting units may be seen, 
industrial lighting exhibits and a re- 
cently completed fluorescent lighting 
laboratory. This new laboratory is di- 
vided into bays each of which shows a 
specific application for fluorescent light- 
ing. Special displays of fluorescent 
lighting for offices and stores are also 
shown. Display cases and tables around 
the walls of the laboratory exhibit the 
equipment of various manufacturers as 
well as special apparatus which demon- 
strates the principles of operation of the 
lamps and auxiliaries. 

Attendance at Chicago Lighting Insti- 
tute exhibits, demonstrations and schools 
during 1939 exceeded 63,000. The total 
number of visitors since the institute 
opened ten years ago is well over 500,000. 
In addition to Chicagoans, this number 
includes visitors from nearly every state 
in the union as well as tourists from 
every continent in the world. 


Hogue, manager 


Chicago Fluorescent School 


CHICAGO—A two-day fluorescent light- 
ing sales school will be held at the 
Chic: igo Lighting Institute, November 
11-13, Carl W. Zersen, director, has an- 
nounced, It will be similar to the one 
held last February which drew 1,200 
Persons from all over the Middle West. 
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FLUORESCENT LAMPS IN HOMES 
DISCUSSED AT WESTINGHOUSE 
LIGHTING CONFERENCE 


NEW YORK—Fluorescent illumination 
in the home, daily becoming more im- 
portant because of the grow ing popularity 


of the new light source, was discussed 
before the 


Westinghouse Residential 
Lighting Conference at Bloomfield, N. J., 
and New York City recently as Miss 
Myrtle Fahsbender presented results of 
research on fluorescent lamp applications 
in the home. 


A Fluorescent’ Interior 


Slender tubes of fluorescent lighting are 
used in the design of the ceiling fixtures 
and bridge lamp in this modern interior. 


Miss Fahsbender, who is director of 
home lighting with the Westinghouse 
Lamp Division, prepared the report in 
cooperation with R. G. Slauer, Westing- 
house illuminating engineer. 

While this comparatively new tubular 
light source has in two short years been 
widely accepted in commerce and indus- 
try, it is just now making its debut in 
the homes of the nation, it was disclosed. 

A problem encountered in residential 
fluorescent lighting, Miss Fahsbender re- 
vealed, is color differences associated 
with theslamps. They are different from 
those observed under incandescent light. 
People have become so accustomed to 
color changes due to yellowish incan- 


| descent illumination that they are not 


given a second thought. 

It has been found desirable at times, 
it was pointed out, to use fluorescent 
light in combination with incandescent, 
since in this way the customary color 
distortion from both types of lamp may 
be minimized. Also fluorescent lamps in 
combinations such as two daylight lamps 
with one pink help in giving more cor- 
rect color rendition. 

“Reds are much less affected,” the 
home lighting expert related, “Than 
popularly supposed, since it is only the 
deep reds, such as rare meats, that are 
noticeably altered. Beets, radishes, red 
berries, catchup, are seldom picked out 
by strangers for distorted appearance. 
Certain browns and olive colors are 
affected—the most important being 
coffee especially with milk or cream 
dilution. But the average menu,” she 
added, “seldom contains more than one 
or two items where any real distortion 
is noticeable.” 

In discussing interior decoration, Miss 
Fahsbender anticipated that fluorescent 


1940 


| 
| 
| 
| 


| homes now under construction or 


| the demands 


lamps will be used more and more in 
to be 
built in the future. 

“Since the average ceiling height in 
the home is now only slightly over eight 
feet,” the speaker said, “the small depth 
of fluorescent lamps can be incorporated 
in close ceiling designs that will meet 
of architects, interior de- 
signers and home owners. Many of the 
most important advantages of fluorescent 
lighting can be achieved by built-in 
equipment. If this is done initially, the 
expense may be reasonable; if afterward, 
the expense is a real barrier.” 

Fluorescent fixtures which may be 
taken home and installed immediately are 
at present limited, she remarked, as com- 
pared to the availability of portable lamps 
such as desk, bridge, and bed lamps. 

“Fluorescent lamps,” Miss Fahsbender 
concluded, “by starting a trend toward 
more built-in lighting, may be important 
enough to make a real change in the 
home lighting technique. Its shallowness, 


low bulb temperature, and comparable 


initial cost to built-in installations of 
incandescent may open the door to a 
field hitherto considered the special 


province of the wealthy. Undoubtedly, 
built-in lighting can never be ine xpensive 
as conventional lighting, but in its stimu- 
lation of thinking terms of planned illu- 
mination, it may be a vehicle for real 
lighting progress.” 
Other informative 

talks included “What's 
escent Lamps and 


and discussional 

New In Fluor- 
Auxiliaries,” given 
by R. G. Slauer, commercial engineer ; 

“Notes on the Effect of Fluorescent 
Lighting on Certain Pigments,” by O. P 
Cleaver, commercial engineer; and 

“New Developments in Incandescent 
Lamps,” by R. R. Brady, commercial 
engineer—all with Westinghouse. 

A symposium in which methods of 
lighting were discussed was held Friday 
afternoon. Miss Marjorie Wardman of 
the Long Island Lighting Company, Bay 
Shore, L. I., contributed a talk “Garden 
Lighting An Avenue of Approach;” Miss 
Agnes Greaser, associated with the 
Monongahela West Penn Public Service 
Co., Fairmont, W. Va., discussed Christ- 
mas lighting; Marshall Richardson, Bos- 
ton Edison Co., talked about lamp re- 


modeling ideas; Miss Mary W. Held, 
Cincinnati Gas & Electric Company, 
spoke on “Lighting Spec ialist a Factor 


in Adequate Home Wiring ;” “Mass Edu- 
cation by Electric Home Exhibit” was 
presented by Miss Blanche Flynn, Com- 
monwealth Edison, Chicago, Ill.; and 
Miss Sarai Waugh and Miss Elizabeth 
K. Todd, Westchester Lighting Co., Mt. 
Vernon, N. Y., told of “A Day in W est- 
chester’s Home for Better Living.” 


Seen at Westinghouse Lighting Conference 


Miss Christine Holbrook of Better Homes & Gardens magazine; D. F. Youngholm, 
vice president Westinghouse lamp division; Myrtle Fahsbender, director of home 
lighting for Westinghouse; Bertha Schaefer, interior decorator of New York; 
and D. W. Atwater, manager, Commercial Engineering, Westinghouse. 


E. R. Schmidt of the Toledo Edison Co., Toledo, O.; Miss Mary Held of the Cin- 
cinnati Gas & Electric Co., Cincinnati, O.; Fern Snyder of the Georgia Power Co., 
and O. P. Cleaver, Commercial Engineering Dept., Westinghouse. 
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NEW 


STUDY LAMP 


For the first time, truly glare-free POLAROID light 


at a price students and their parents expect to pay! 

Put this new lamp on your counter—arrange the 
self-demonstrator to show POLAROID light in action 
—and watch customers stop... look ... and BUY. 
Walnut bakelite with copper trim and parchment- 
type shade. .. . ORDER NOW from your distributor. 


DEMONSTRATES 
ITSELF! 


With your order, ask for the 
automatic demonstrator 
similar to displays that 
sold millions of POLAROID 
Day GLASSES. Its special 
filter allows ordinary light 
to. fall en only one-half 
of the card, POLAROID light 
on the other. Customers can 
SEE the difference. Here’s 
your chance to meet the big 
demand for better study light 
at low cost. 


POLAROID CORPORATION 
CAMBRIDGE MASSACHUSETTS 
TM. Reg. S. Pat. of. 


EXECUTIVE MODEL No. 114 


For office or home. Sleek, modern design by Walter 


Dorwin Teague. Walnut or ebony bakelite, satin 


cast-aluminum $Q75 


POLARO 
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Tags Keep Track 
of /.E.S. Lamp Sales 


HAT money maketh the heart 

sing is an old adage and a true 
one. For years the Electrical League 
of Cincinnati in cooperation with the 
Cincinnati Gas & Electric Company 
has been endeavoring to get a census 
of lamps sold in that city. 

According to Eugene P. Zackman, 
secretary of the League, it was ac- 
complished by two tags, attached to 
every lamp going out to dealers. If a 
salesman sold an I.E.S. lamp he wrote 
his name at the bottom of the tag, his 
firm and the amount of the sale. If he 
sold a non-I.E.S. lamp with a glass 
diffusing bowl, he filled out a yellow 
tag. This turned in brought him later 
in the season one-half of 1 per cent 
commission on sales up to $9.95 
models. He got 1 per cent on models 
over $9.95. Tags were attached too 
to the non-I.E.S. lamps, and these paid 
one-half of his commission. Dealers 
were granted compensation for keeping 
records and handling the cards up to 
25 per cent of their advertising on 
LE.S. lamps. They got one half this 
amount on their reflector type lamps. 

Said Mr. Zackman: “There cannot 
be too much stress laid on the educa- 
tion of salesmen. It is amazing how 
little people in the business know about 
electrical equipment. Not so long ago 
a check was made to discover what 
the labels on cords meant. Not one 
distributor out of 12 knew. No one in 
the chains or other stores had any 
idea. As a matter of fact, they in- 
dicate the bending capacity. 

Ben Kauffman, in charge of dealer 
cooperation of the Cincinnati Gas & 
Electric Company, who handles the 
details of the tagging of the lamps, 
declares that appliance dealers are the 
best in Cincinnati on I.E.S. sales. 
Since his start in 1936, he has seen 
lamps climb up to a volume of $118,908 
in 1939 which means that around 
12,076 lamps at an average price of 
$9.84 were sold. 


Ties Appliances in With 
Special Uses 


‘és HE time, the place, and the 

girl” may be just a song title 
to you but to C. A. Tatum, general 
sales manager of the Dallas Power and 
Light Company, Texas, it is a mer- 
chandising formula. 

Mr. Tatum realizes that the family 
are a bunch of softies on Mother’s 
Day, birthdays. He realizes that June 
weddings cause a great unsnapping of 
pocketbooks. 

More recently he has been pointing 
out to grocers like J. P. Curtis that a 
roaster is swell to keep hot “barbe- 
cue”, a cooked seasoned delicacy that 
is popular in the South. 

In his cooperative efforts with 
Dallas retailers Mr. Tatum and the 
Dallas Power & Light Company, main- 
tains a staff of retail men who call on 
the trade. Prizes are given and ad- 
vertising is run. 

As a result, Dallas has a pretty 
good picture of the dealer’s progress 
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it 


C. A. Tatum favors special events tie-up 


being made, which is _ published 
monthly by the utility. With 10,82) 
lines of advertising has been produced 
to date 448 roaster sales. Some 13,652 
lines of advertising sold 513 attic fans 
Cleaners have been particularly hot in 
Dallas this year, some 3,134 being sold 
from 16,623 lines of advertising 
Naturally the most space has gone for 
refrigerators, 358,978 lines resulting 
in the sale of 6,276 refrigerators. 

Sales up to June have been $2,587, 
883 and 758,622 lines of advertising 
have appeared. 


100-Watt Lamp for 
Questionnaire 


HOME appliance’ survey in 

which a customer receives a free 
100-watt Mazda lamp in return for 
filling out a questionnaire regarding 
electrical appliances used in his home 
has been carried on successfully }y 
the Southern California Edison © 
advertising department in cooperatio: 
with electrical dealers in its Santa 
Barbara and San Bernardino divi- 
sions. The company’s Redlands dis- 
trict is included in the latter. 

Approximately 2,100 customers pat- 
ticipated in San Bernardino and 1,11! 
in Santa Barbara. The Redlands re- 
turns are not yet complete. 

The survey asked for the name ané 
make of refrigerator, range, wate? 
heater and washing machine, and the 
number and identification of small ap- 
pliances used. The survey sheet wa‘ 
sent to customers with their month!) 
service bill. It was taken, proper!) 
filled out, to any electrical dealer ™ 
the area. The customer received the 
free lamp from the dealer, who bolle? 
the Edison Co. for lamps distributed 
The survey increases store traffic for 
dealers and provides them with a livé 
prospect list on which to base sale: 
efforts. An accurate picture of ap 
pliance saturation and the replacemet 
market in the particular region is sup- 
plied by the survey, which likewi 
strengthens dealer-utility compaty 
relations. 
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Ready for fun: John Mills, Radio Eqt Co., South Bend, Ind.; 

H. M. Moock, C. C. Conrad and G, W. Nutter, Moock Electric 

Co., Cleveland; O. L. Quinn and G. R. Wood of Wood- 

Alexander, Hartford, Conn. Door holder: G. W. Olsen of Easy, 
New England, 


G. W. Burns, Easy assistant sales manager (second from left) 

greets Walter Alphonse, Sunset Electric, Portland, Ore.; F. S. 

Fenton, Jr., Easy Western division; W. J. Wisseman, J. S. Remick 
Co., Sacramento and J. J. Marshall, Easy, Oakland, Cal. 


Jim Nance, general sales man- 

ager, shows his pride in the 

new Easy “Spira- Matic” 
washer for 1941. 


Barney Finn, Easy advertising 

and sales promotion manager, 

outlined 1941 promotional 
plans. 


E. Fairchild and M. S. Tinsley, Easy divisional sales managers check specifications on 

his order with Max Van Hook, Ozark Motor & Supply Co., Springfield, Mo, At right: 

A snappy foursome takes off —G. F. Fitzgerald, Easy New England; Leo Quinn and 
G. R. Wood of Wood-Alexander, Hartford and J. A. Gilmore of Easy, Boston. 


Distributors 
get 


Two-day meeting at Syracuse, N. Y., sees 
new models of washers and ironers unveiled 


A. A. Schneiderhahn of Des Moines; Ray Cox of 
Sunset Electric, Seattle; H. R. Linebaugh, Sidles Co., 
Omaha; R. E. Peake, Peaslee-Gaulbert, San Antonio; 
John Cristadoro, Radio Specialty, New Orleans; 
George Gray, Major Appliances, Miami and Walter 
Wisseman, J. S. Remick, Inc., Sacramento, enjoy a 
friendly game while E. F. Steinhoff of Easy New 
England looks on. 


Above: L. J. Mulhall of McWhorter, Weaver Co., 
Nashville, congratulates J. C. Nelson, Easy president, 
on 1941 line. Center: Frank Hackett, Good House- 
keeping Shops, Detroit; N. H. Hoerle, Easy factory 
manager; J. J. Nance, H. Paul Nelligan and J. C. 


Preview 


Set for a cruise: L. to r—Norman Barnes, Easy Mil- 
waukee; G. F, Graalman, Easy, Chicago; J. W. Swartz, 
Interstate Supply Co., St. Louis; L. M. Ross, C. M. 
McClung, Knoxville; Warren Gottwalt and N. C. 
Goldman, Commercial Electric Co., Toledo; Gerald 
Riley and W. J. Collions, Easy, Chicago; “Commo- 
dore" E, R. Benson, Easy divisional sales manager and 
Irving Lee, Mankata, Minn, 


Nelson, Easy executives, and J. J. Pocock, Philadelphia 
distributor. Right picture: T. M. Williams, Tri-State 
Distributing Co., Cincinnati, congratulates H. Paul 
Nelligan, Easy vice president and J. C. Nelson, Easy 
president. 


A group of Easy ironer field demonstrators: Frances H. Adams, Ruth Smerling, Catherine 
Nicholson and Hannah Kennedy. 
Saginaw; K. H. Dowd, Grand Rapids; T. |. Perrotti and Jack Roy of Good Housekeep- 
ing Shop, Providence, R. |., check up on the new Easy "Spira-Matic" washer for 1941. 


At right: W. S. Hopperton, Detroit; R. J. Craig, 


4 
and 
vater « 
1 the 
ap- 
was 
nthly 
1 the 
villed 
uted 


NEW MERCHANDISE 


EASY Automatic Washers 


Easy Washing Machine Corp., 
Syracuse, N. Y. 


Models ; Spira-matic Deluxe and Stand- 


ard. 


Selling Features: Spira-matic Deluxe 


model features a Steril-Glo ultra- 
violet lamp inside tub for germ-de- 
stroying and clothes purification; 
thermostatic control to measure wa 
ter heat; automatic timer signals end 
of set washing time; glass visotop; 
porcelain table-top cabinet design: 
improved large 3-vane Spiralator with 
new full-curved vanes; 25 gal. white 
porcelain tub mounted in live rubber; 
splash-proof rim; new bowl-bottom to 
speed roll-over of clothes; Visomatic 
wringer with automatic coil spring 
pressure which automatically exerts 
pressure on daintiest to  bulkiest 
pieces; double guardian roll release 
bar; auto-feedboard; special heating 
element under tub keeps water tem- 
perature at efficient washing heat: 
cabinet 35 in. high, 26 in. square, fits 
flush with sink or tubs: cord auto- 
matically winds on special roll; dis- 
appears inside cabinet; double duty 
pump fills and empties tub; laundry 
storage bin for soaps, bluing, etc. 
Standard model, companion to De- 
luxe without storage bin and water 
heater, and with ordinary inside light 
instead of ultra-violet. — Electrical 
Merchandising, October, 1940. 


EASY 1941 Washers 


Easy Washing Machine Corp., 
Syracuse, N. Y. 


Models: Spindrier, Spiralator, Standard 


and Special series 


Selling Features: Spindrier series—De- 


luxe, Standard and Leader models— 
Deluxe has automatic timer and ther- 
mostatic water temperature control; 
overload switch; 3-vaned Spiralator 
with new full-curved vanes; new 
bowl-bottom tub; 25 gal. capacity; 
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built-in sediment tray, live rubber 
mounting : water remover rinses while 
it washes, holds full tub load, blues 
or rinses in one tub while washing 
in other; (also available with vacuum 
cup action). Standard Spindrier, 24 
gal. capacity, same as Deluxe with 
3-vaned Perma-tected Spiralator, 
swivel drainboard; Leader Spindrier 
equipped with 3-vaned Perma-tected 
Spiralator; 20 gal. tub; single bear- 
ing spindrier basket; on and off 
switch. 

Spiralator Series—Deluxe and Stand- 
ard—Deluxe has 24 gal. bowl-bottom 
tub, with new sediment tray; im- 
proved 3-vane Spiralator ; thermostatic 
control; visomatic wringer with auto- 
matic coil spring pressure; double 
guardian roll release bar; visual 
wringing, automatic cord rewind; tub 
protector legs; 3 in. tub rim; auto- 
matic feed board; power tube drive. 


Special Series—Deluxe and Leader 

equipped with 3-way safety wringer 
with instant roll stop; enclosed drain- 
board; Deluxe model has Perma- 
tected Turbolator with 3-zone wash- 
ing action 21 gal. tub; both models 
have leaf-spring adjustable pressure 
wringer; enclosed drain board; auto- 
matic self-reversing drainboard. 


Prices: Spindrier Leader, $99.95; Spe- 


cial Leader, $49.95; Special Deluxe 
$59.95.—Electrical Merchandising, 
October, 1940. 


v 


EVERHOT Roaster 


The Swartzbaugh Mfg. Co., 
Toledo, O 


Model: No. 840 Everhot deluxe. 
Selling Features: Timer-clock control 


ior roaster is mounted in door of new 
cabinet (model 845) where heat can- 
not affect its operation; improved 
Everhot turn-a-knob cover lifter; 
white Bakelite handles and knobs; 
broiler when not in use is securely 
held inside cabinet door by special 
clips; choice of white or black en- 
amel, glass-bake or aluminum cooking 
utensils; overall dimensions—21 in. 
long; 154 in. wide, 124 in. high; 
height of roaster on cabinet 40 in.; 
115 volts, 1320 watts, a. c. only; (d. c. 
models also available); cabinet and 
roaster trimmed in pearl gray and 
chrome inlays.—Electrical Merchan- 
dising, October, 1940. 


Selling 


WESTINGHOUSE Toaster 


Westinghouse Electric & Mfg. Co., 
Mansfield, O. 


Model: Automatic “Pop-Up” toaster. 
Selling Features: Thermostatically con- 


trolled; current turns on when bread 
is placed in toaster wells and lever 
pressed down—pops up when done to 
desired browness and current auto- 
matically shuts off; toast may be kept 
in wells by means of Melba toast set- 
ting which shuts off “pop-up” feature. 


Price: $12.95.—Electrical Merchandis- 


ing, October, 1940. 


FRIGIDAIRE Range 


Frigidaire Div., General Motors Sales Corp., 


Dayton, O. 


Model: B-35. 
Selling Features: New popular priced 


deluxe range equipped with oven 
light; full size twin-unit oven; high- 
speed broiler; Thermizer cooker with 
heat control switch; surface units 
with 5-cooking speeds; signal lights 
for oven and top units; time signal; 
hydraulic type oven heat control; 3 
storage drawers; 1-piece porcelain 
cabinet and cooking top. 


Price; $142.75.—Electrical Merchandis- 


ing, October, 1940. 


AUTOMATIC Wring-Master 
Automatic Washer Co., Newton, lowa 


Model: New “Wring-Master” wringer 


used on model 404M Automatic Laun- 
dry Queen washer. 

Features: “Wring-Master” 
wringer enables user to remove maxi- 
mum amount of water with oversize, 
resilient cushion rolls that operate in 


stainless steel ball-bearings; instan- 
taneous “push” or “pull” release: 
reassembles wringer instantly; mas- 
sive, l-piece aluminum frame; baked 
white enamel with highly polished 
drain; rustproofed; quiet. Model 
404M washer also equipped with Duo- 
Disc agitator which is invertible.— 
Electrical Merchandising, October, 
1940. 


G-E Coffee Makers 


General Electric Co., 
Appliance and Mdse, Dept., 
Bridgeport, Conn. 


Model: No. 129P8 automatic glass cofi- 


fee maker with brew compensator 
that makes it possible to brew from 
2 to 8 cups of equal strength. 


Selling Features: Cylindrically shaped 


Alnico magnet switch mechanism 
turns element “on” and when water 
is forced into upper bowl turns unit 
“off”; as brew returns to lower bow! 
thermostat turns on separate warm- 
ing element which maintains coffee at 
185 deg. indefinitely; 2 separate ele- 
ments provide 2 heats—600 watts, 
high, for coffee making, and approxi- 
mately 75 watts warming; combina- 
tion chrome and textolite base with 
molded-in scratch-proof feet; cool 
handles on upper bowl with finger 
grooves and thumb rests; “clamp-on” 
upper bowl handle; diamond shape 
Pyrex glass bowls decorated with 
platinum bands ; 4 other models in line 
—119P4, low-priced utility model, 
119P5 with textolite and chrome base 
design, clamp-on upper bowl lid and 
brew compensator; 129P6, 2 heats, 
silent mercury button switch and pilot 
light but does not have fully automatic 
operation.—Electrical Merchandising, 
October, 1940. 


v 


SUNBEAM Shavemaster 
Chicago Flexible Shaft Co., 
Roosevelt Road and Central Ave., 
Chicago, 


Model: RG gift Shavemaster has gil! 


display case bound in japonica leath 
erette with removable spool-cradk 
which lifts out and cord is wound on 
spool below—ends cord-fumbling 
cradle can be left in case, placed o1 
bathroom shelf or hung on wall. 


Price: $15.75.—Electrical Merchandis- 


ing, October, 1940. 
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NEW MERCHANDISE 


EXPORT BUSINESS 


The Bureau of Foreign and 
Domestic Commerce will be glad 
to cooperate with manufacturers of 
new products to assist them in intro- 


ducing these products in other 
countries. Any who may be interested 
in this service should 

request to the ELECTRIC: 

jane with rose pink discs and gold trim; DIVISION of the Bureau in Wash- 

se: 7? in. wide, 6 in. high, $9.95. ington or the nearest Field Office. 

“Candlelight” mantel model, full- 

ked > sized wood-cased tambour; diagonal- 

hed ly-matched front panels of mahogany 

del and darkly-finished base strips. 15 in. 

uo- wide, 7% in. high, $9.95. 

= “Hearth”, gong-strike mantel 

7 model; tambour design, diagonally- 

matched front panels of mahogany 
veneers, darker base strips, light 
cream dial; strikes hour and _ half- 
hour on deeply-toned spiral gong. 
15 in. wide, $14.95. 
“Festival” and “Serenade” mantel 
clocks equipped with Westminster 
WESTINGHOUSE Range 
MAYTAG Washer Westinghouse Electric & Mfg. Co., HUMIDOME Humidifiers 
The Maytag Company, Newton, lowa Model: “T ae = The Harry Alter Co., 
Model: Commander Model J. 1728 Michigan Ave., Chicago, Ill. 
Selling Features: 50% greater wash- 1940 341, 241, 141 portable humidi- 
Square, one-piece, porce- 5-speed Corox surface unit; fullsized 
lain tu ; Maytag Gyrafoam_washing True-Temp oven; 5-heat Economy Selling Features: Water reservoir lined 
action; _rubber-mounted — Gyratator cooker; features triple-louvered plat- with sheet copper, water capacity 5 
counter-sunk into tub bottom; sedi- form light with chrome trim and gal. in all models ; No. 341 dry room 
—_ trap; pow Gyratator con- stregmlined new white handles beaded water evaporation 3 pts per hr; suit- 
. . cfm; consumes yatts; baked dark 
finger-tip, touch tension release bars Price: $129.75.—Electrical Merchandis- nish. 
located both sides of unit; ing, October, 1940. room water 
stop instantly on release of tension: Vv evaporation per hr; for 6 rooms; 
simple tension reset lever; single cfm air volume; consumes 31 

“e lever control to start, top, and re- chimes;  silver-colored dial, black watts; baked dark mahogany wrinkle 

€ verse rolls and swing and lock unit numerals; 14 in. wide, different in finish. ; 

mn into 80 different operating positions ; styling, $19.95 each. No. 141 same as 241 with baked 

enclosed, self-reversing drain. Pressed “Ridgefield” Colonial design ma- dark mahogany Hammerloid finish. | 

d — with over-size, easy-rolling hogany-finished, decorative print in Prices: 341, $39.50, a. c. only; No. 241, 

“ Cor r “er one with caster brake. lower panel opening ; white dial, black $44.50, a. c., No. 141, $52.60 a. c., 

, -ompact, efficient power drive unit; numerals, floral wreath design, $9.95. No. 241 and 141 available for d. c. at 

it vane, ore, High-bake, | lustrous “Orderly” alarm, 4 in. high and $5. additional—Electrical Merchan- 

r enamel finish. Available with either wide, walnut brown plastic, brown dising, October, 1940. 

: —s motor or gasoline Multi-Mo- bezel or ivory plastic with gold bezel, 

t tor. ower driven water discharge $3.50 and $3.95. v 


pump available on all models in the 
“J” series, including those equipped 
with gas engines; white only; the 
model “J” is an addition to the pres- 
ent line and does not replace any 


“Troubador” with longer body 
available in walnut brown or ivory 
plastic case, $3.95 and $4.50, “Lumin- 
ous Troubador” with luminous num- 


! “Tweed” 5 in. high and wide, cov- UNIVERSAL Toasters 
“ dising, October, 1940. ered with pigskin-grained facsimile 
. leather ; tan and ivory dial, hands and Landers, Frary & Clark, 

v bezel gold, $6.95. New Britain, Conn. 
" “Annapolis” nautical design with Models: Coronet and Mayfair. 
“ ships wheel styling, tan plastic case, Selling Features; Coronet streamlined, 
: gold spokes, star decoration, bezel trimmed with decorative Platina 
. and motor housing, 8 in. wide, $6.95. and black Bakelite trimmings; May- 
{ “Morning Star” alarm, illuminated fair follows lines of Coronet model 
| by small Mazda bulb, ivory finish without Platina panel. Both models 
t over metal case; translucent plastic take large slices of bread, 2-slice, 

“Morning Glory’ mahogany brown Merchandising, ‘tober, 1940, 

finish, case, black plastic base, HOTPOINT Washer 


G-E Clocks 


General Electric Co., 
Appliance and Mdse. Dept., 
Bridgeport, Conn. 


Models: 11 occasional and mantel 


clocks, 9 alarms, 1 barometer and 
1 calender clock. 


Selling Features: “Gay” compact clock 


walnut brown plastic, cream dial, tan 
outer panel, tobacco brown numerals ; 
> in. wide, 4 in. high, $3.50. 

“Saddle” pigskin-grained facsimile 
leather, walnut strips; tan and ivory 
dial, gold bezel and hands. 5 in. 
square, $5.95. 

“Sherwood” mahogany wood case, 
54 in. high, $6.95. 

“Narcissus” highly-polished genu- 
ine white onyx mounting, light ivory 
dial with satin-finished gold-colored 
center, black numerals, $9.95. 

“Rapture” modernistic with 2 discs 
of highly polished transparent plastic ; 
available with sapphire blue discs, 
silver-colored metal base and trim, or 


$4.95. 

“Almanac” calendar clock tells, 
month, day and time, mahogany- 
finished wood case, gold metal feet, 
cream dial, $9.95. 


“Weathercaster” barometer in ship’s 
wheel mounting designed as compan- 
ion to “Navigator” clock; fitted with 
“Airguide” barometer movement, 
$7.95.—Electrical Merchandising, Oc 
tober, 1940. 


FRY Safety Cords 
Wonago Mfg. Co., Mukwonago, Wis. 


Device: Cords for extensions, irons, 


appliances of all kinds equipped with 
Safety fused-plugs with _ built-in 
renewable’ safety fuse.—Electrical 
Merchandising, October, 1940. 


ELECTRICAL MERCHANDISING—OCTOBER, 1940 


v 


MAKES 4 GOOD SIZED 


SUNBEAM Waffle Baker 


Chicago Flexible Shaft Co., 
5600 Roosevelt Road, Chicago, Ill. 


Selling Features: Makes 4 good sized 


waffles at time; all-over baking area 
of grid 80 sq. in.; fully automatic; 
features automatic indicator light; 
can also be set for light, medium, 
dark waffles; new-type over-flow 
shield built into lower grid; chrome 
finish, black trim. 


Price: $16.—Electrical Merchandising, 


October, 1940. 


Edison G-E Appliance Co., 
5600 W. Taylor St., Chicago, III. 

Model: Hotpoint Special. 

Selling Features: Bullet-shaped white 
porcelain enamel tub; 174 gal. capac- 
ity; streamlined Lovell wringer, soft 
rubber rolls, full-length safety re- 
lease; pressure gauge marked for 
easy selection of correct pressure for 
various fabrics; h.p. motor; 4-movy- 
ing parts; “Thriftivator” with 3 
washing zones washes daintiest to 
grimiest clothes. 

Price: $59.50 without pump.—Elec trical 
Merchandising, October, 1940. 


v 


JEFFERSON Toy Transformers 
Jefferson Electric Co., Bellwood, Ill. 


Device: Streamliner toy transformers 
to operate all makes and sizes of elec- 
tric toy trains, motors, etc. 

Selling Features: Finer voltage regula- 
tion; constant voltage; smooth posi- 
tive action; miles per hr. speedometer 
dial; twin pilot lights; automatic cir- 
cuit breaker. 

Prices: From $2.50 for 50 watt model 
to $9.50 for 150 watt model.—Elec- 
trical Merchandising, October, 1940. 
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KITCHEN FAN 


DEMONSTRATORS 


There’s gold in them thar kitchens—and here’s the way to get your 
share without money-wasting trade-ins, with full profit margins! 
Get wise to ILG Kitchen Ventilating Fans—use these sales-tested 
FREE demonstrators in your store or in the home. Easy to carry, 


colorful, 


realistic, practicable—they help salesmen remember all 


sales-making features—help put on demonstrations so convincing 
that salesmen tell us “I sell 2 out of 3 when I see ‘em at home!” Backed 
by a complete, hard-hitting national promotion. For full details on 
today’s biggest money-making proposition, write, wire or phone 


your ILG distributor or nearest ILG office right now! 


Nationally Advertised iW HOUSE BEAUTIFUL AND HOUSE AND GARDEN 
Millions of home-lovers, right in the midst of holiday cookery, will learn how 
Kitchen Odors, cooking heat, smoke and fumes. Cash-in on 
this hard-hitting campaign—get samples of free dealer helps now. 


ILG "K.O.'s” 


“BUILT-IN” MODEL (front view) — for 
permanent installation in walls of new or 
modernized kitchens. Demonstrator plugs-in— 
weather-tight door opens and closes, fan starts 
and stops. Prospects see the fan in operation 
as it will actually appear after installation .. . 
hear the results of ILG’s smooth, effortless, 
supremely quiet operation. 


NEW MERCHANDISE 


HEALTH-MOR Cleaner 


Health-Mor Sanitation Systems, Inc., 
203 N. Wabash Ave., Chicago, Iii. 


Model: “Filter Queen”, noiseless, bag- 


less vacuum cleaner. 


Selling Features: Special filter-paper 


separates dirt and dust from air as 
it passes into machine takes place of 
germ-laden dust-bag;  filter-paper 
does not hold dirt—acts only as 
separator—dirt is collected in metal 
container; power and filtering mech- 
anism is separate from cleaning tools 
—wide area may be cleaned without 
moving central power unit—light 
weight wand gets into corners and 
under furniture; powerful suction and 
specially designed self-cleaning brush- 
ing tool removes thread, lint and dirt 
from rugs; tools provided for every 
cleaning requirement, including an 
efficient method of moth-proofing by 
which pulverized moth crystals are 
blown with great force deep down 
into fabric where moth larvae do 
greatest damage.—Flectrical Merch- 
andising, October, 1940. 


Vodels: Portables 2P4 and P4; Cabi- 


Selling Features: P4 equipped with 


metal case, 6 gold spokes, bell type 
alarm; 74 in. wide, 95. 

Satellite, transparent glass, cold 
metal, ivory base rod; plate glass ‘lial, 
etched numerals, mirror center, 64 in, 
high, $9.95. 

Legislator, white onyx case, 44 in, 
skeleton numeral band, bell type 
alarm, $14.95. 

Instructor, automatic calendar 
clock, brown wood case, calendar dia! 
has red characters, cream background, 
54 in. high, $9.95. 

New Telalarm, ivory colored, 
metal alarm, 48 in., $4.95. 

Talisman same as New Telalarm 
with translucent illuminated dial, 
$5.95. 

Supervisor, brown or ivory plastic 
case, tell type alarm, $3.50 and $3.95, 

Forecaster, barometer in ship's 
wheel case, barometric scale expressed 
in inches, $7.95. 

Quartermaster, combination barom- 
eter and clock combines the new Tele- 
chron barometer with a Telechron 
“Resolute” ship’s wheel clock, both 
cases, gold with 6 wheel spokes 
mahogany base panel, barometer indi- 
cates weather conditions for 12 to 24 
hours in advance, $16.50.—Electrical 
Verchandising, October, 1940. 


EASY Ironers 


Easy Washing Machine Corp., 
Syracuse, N. Y. 


net models, 140, 240, 340 and 440. 
1200 watt quick heat-up shoe element; 


jumbo-size floating shoe delivers uni- 
form high pressure over every point 


of roll; torque tube pressure principle 
(no springs); roll end safety grill; 
sloping base returns ironed pieces; 
full-length base; chrome tube carry- 


“PORTABLE” MODEL (front view)—with 
adjustable panel . . . installs with eight screws 
in any kitchen window frame. Ideal for tenants 
of rented homes or apartments. Demonstrator 


ing handle; full clearance under roll. 

plugs-in ... fan operates . . . your customers can de 

feel the quality of ILG's ° ‘lifetime” construction TELECHRON Clocks 2P4 Porta-Matic, in addition to 
. are convinced by the fascinating “match 


above features has 2-speed motor, 
automatic cord rewind reel; foot con- 
trolled roll stop, also optional hand 


test” (proof right before their eyes of ILG's 
exclusive self-cooled miracle motor that 
breathes” — never “gums-up” to interrupt 
service, shorten life!) 


Warren Telechron Co., Ashland, Mass. 
Models: Bancroft, Glamour, Investor, 


| Forum, Knickerbocker, Conductor, control ; 3-way heat control. 
| Flotilla, Satellite, Legislator, In- Cabinet model 140, 3-way heat con- 
structor, New Telalarm, Supervisor, trol; automatic cord rewind; foot- 


ILG ELECTRIC VENTILATIN GC oO . Forecaster and Quartermaster. 
2874 N. CRAWFORD AVE., CHICAGO, ILL. 
w case, horizontal flutings; 34 in. - “Begi ” arn- 
Offices in 42 Principal Cities square metal dial; 54 in. $6.95. — 
Glamour, white onyx, brown and No. 240 
cream dial; double bezel, 51 in. ; 
square, $9.95. 
Investor, brown plastic case, ver- 
tical side flutings, $3.50. 
Forum, brown wood case, metal 


feet, 7% in. wide, $9.95. Model 440. has 3-w "e 


swinging tabl ; k ol ; 
American shelf clock, $9.95. colt 
y All cabinet models finished in 


gleaming white Easy-namel.—Electri- 


cal Merchandising, October, 1940. 


controlled roll stop for pressing and 
steaming ; 4-bar clothes rack; 3-panel 
cabinet design; new 3-speed feature 


similar to 140 without 
back panel in back of cabinet. 

Model 340, equipped with 2 speeds. 
3-heats ; knee control ; foot-controlled 
roll stop; open end roll; clothes 
feeder shelf. 


Conductor, square alarm, brown or 
plastic ivory, $3.95 and $4.50. 
Flotilla, ship's wheel model, black 
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ELECTRICAL MERCHANDISING—OCTOBER, 


Desicrs who feature these Agyin Cir- 
culating Heaters will make quitk profirs 
this Pall and Winter. Sales iacepaged 65°. 
last year. With more than twite as much 
consumer advertising, these Apvin Heat- 
ers will sell faster this year. Sodon’t mis: 
the carly sales--order from yout Arvin 
jobber cow. Three efficient Models, beau- 
cifully designed and finished. Astractive 
low prices. 


“THIS COUNTER 


Appeering in October, November tnd 
December issues of the mogazines showr 
above, more than 18 million Arvin “Ad Sales- 
men will confest your many prospects — 
paving the woy for you to sell Arvin Circu- 
Heolers, easily and quickly. 


Aftroctive counter-window cord, réproducec 
in miniature af right, is enother sales help, 
FREE to deciers. it is @thegrophed in three 
colors (red, yellow and black) you 
to cash ip on the consumer campaign. Size 
of card, wide ahd 20” high. Ask you: 
jobber for it—also supply of FREE folder: 
to mail with your manthly stotements. 


1940 


STANDARD MODEL 101 
Two-tone green enamel finish. Chrome 
grille. Convenient carrying handle 
recessed in back of case. Size—10” 
high, 9%” by 6%” at 


base. $695 


Weight 7% Ibs... . LIST 


@ All models operate on AC only, 50 
to 60 cycles, 110 to 125 volts. Heating 
element, nichrome helical coil with 


DELUXE MODEL 201 
Tan and brown morocco finish. Chromium 
grille. Toe switch and glow light are ex- 
clusive deluxe features. Size—11%” high, 
10%” by 6%” at base. 95 
Weight 9% Ibs. 
DELUXE MODEL 201A 
(Illustrated on counter card) 

Same as model 201 except s 

for finish. lvory and maroon. 


molded porcelain supports. Motor, induction type — does not interfere with 
radio. Fan, 2-blade propellor type. Housing heavy gauge steel with rubber feet. 


NOBLITT-SPARKS INDUSTRIES, 


INC. + COLUMBUS, INDIANA 


List Prices 55c Higher Denver and West—Also in Extreme South 
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All Set? 


\Appliance Dealers are 
pating the Biggest 
Sun Lamp Business 


antici 


in History + ° 


ALPINE HOME 


Fastest Selling Quality Sun Lamp on the Market 
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PLACE YOUR ORDER — TO-DAY 
Multiply your sales opportunities 


HANOVIA 


LAMPS 


. . « lead the field in quality—in popularity 
—in profit-making possibilities. Hanovia is the world’s 
leading producer of ultraviolet mercury quartz lamps. 
The pure quartz burner, heart of the Hanovia Alpine 
Sun Lamp, emits the twelve powerful wave lengths 
covering the entire useful and beneficial range of 
ultraviolet light. Your customers know Hanovia qual- 
ity! That is why almost every person wishing to own 
a sun lamp prefers Hanovia to all others. You can 
assure your customers of absolute satisfaction when 
they buy the Hanovia Alpine Sun Lamp. It is the 
best obtainable. Many additional orders result from 
the recommendations of satisfied customers. 


Today. with the advantages of time payments, you'll 
find Hanovia lamps easy to sell. Fastest selling, 
quality Sun Lamp on the market. Other appliance 
Dealers throughout the country are getting set for 
big business with Hanovia. 


Prescription Model 
RETAIL price 


NEWARK 


A complete sales promotion and national advertis- 
ing campaign has been outlined for Hanovia Alpine 
Sun Lamps. Keep at least one lamp of each model 
conspicuously displayed on your floor or window 
at all times. 


For discounts, terms and other information 


write to 


CHEMICAL & MFG. CO. 


NEWARK, N. J. 


World's Largest Manufacturers 
of Ultraviolet Quartz Lamps 


NEW MERC 


HANDISE 


G-E Washer 


General Electric Co., 
Appliance and Mdse. Dept., 
Bridgeport, Conn. 


Model: AW-1012 spin basket washer 


with temperature indicator, timer and 
cord reel. 


Selling Features: 9 lbs. capacity ; equip- 


ped with new type aluminum alloy 
activator; 2 washing actions ; gentle at 
top, intermediate zone halfway down 
and vigorous at tips of blades ; bottom 
of tub slopes toward concealed drain 
at center; wash tub 22 in. diam. 16 in. 
deep. Spin-basket rotates 870 rpm 
with full washer load; damp-dries 
clothes; outer edge of spin-basket 
hinged to act as drainboard as well as 
cover; water flume connects 2 tubs. 

Temperature dial on control panel 
indicates proper water temperatures 
for various fabrics; timer dial sets 
washer for washing time desired; bell 
sounds at end of designated period; 
spring-equipped cord reel automati- 
cally winds cord under base when not 
in use; spin-basket clutch and brake 
controlled by hand-grip levers on con- 
trol panel; motor controlled by flush 
tumbler switch; direct drive trans- 
mission; G-E } h.p. spring-mounted 
motor;  direct-drive impeller-type 
pump; white porcelain enamel finish 
with chrome trim; occupies 254x24 
in. floor space—Electrical Merchan- 
dising, October, 1940. 


COMFORT-AIR Humidifiers 


Comfort Products Corp., 
Harvey, Ill. 


Models; Aristocrat and Model No. 700 


portable. 


Selling Features: Aristocrat cabinet 


model for large homes, apartments, 
office ; equipped with automatic water 
leveling device washes, filters, circu- 
lates air for use where permanent 
installation is desired; equipped with 
2 filters-wet and an oil filter; special 
pollen filter is also available; open 
grill at top provides controlled di- 
rectional flow of air; 36% in. high, 
33 in. wide, 19% in. deep; 1/25 h.p. 
variable speed rheostat control motor ; 
delivers 30,000 to 48,000 cu. ft. per hr. 
4 to 1 gal. evaporation per hr; reser- 
voir capacity approximately 11 gal. 


cabinet in brown crackle finish. Port. 
able cabinet model 700 for homes 
offices consists of standard No. 60) 
unit bound in steel, walnut _finis| 
cabinet smartly designed; filters 
washes, circulates, moistens air 
weighs 15 lbs. can be moved iron 
room to room; 24 in. high, 14 in 
deep, 50 watt shaded pole motor; de- 
livers approximately 12,000 cu. ft. per 
hr; evaporation 4 to 2 pts. per hr 
reservoir capacity 3 gal.; open gril! 
at top provides controlled directional 
flow of air.—Electrical Merchandis- 
ing, October, 1940. 


HOTPOINT Refrigerators 


Edison G-E Appliance Co., 
600 W. Taylor St., Chicago, Ill. 


Models; Hotpoint 6 cu. ft. Special 


Norman and Hotpoint 8 cu. ft. Spe- 
cial Tudor. 


Selling Features: Include 1940 “Use 


Value” features such as Defrost in- 
dicator; automatic interior floor 
light; meat pan; 6-way cold storage 
compartment; split shelf; vegetabl 
drawer, fruit basket; standard acces- 
sories: oven-proof pottery, butter 
dish, water bottle. 8 cu. ft. model has 


2 split shelves to permit storage oi 


3 gal. milk can, etc. baked Calgloss 
enamel on Bonderized steel; white 
porcelain enamel interiors with acid 
resisting porcelain bottoms; stainless 
steel Hotpoint speed freezer; singl 
control provides 16 pts. temperaturt 
and semi-automatic defrosting; Pop- 
ice trays, have 3-way release lever.— 
Electrical Merchandising, October. 


1940. 
v 


PARAGON Automatic Timers 


Paragon Electric Co., 
37 W. Van Buren St., Chicago, !!/. 


Device: New series of 128 models of 
interval timers and time delay relays 
Selling Features: Powered by slow- 
speed, self-starting synchronous mo- 
tors; equipped with fast-acting silver 
contact micro-switches; all-electric 
controls designed for equipment re- 
quiring accurate timing; manual oF 
automatic reset models for built-in 
flush panel mounting enclosed sur/ace 
mounting or wall mounting.—E/ec- 
trical Merchandising, October, 1°40 
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Models: Kitchenmaster and Super King 


Price: Kitchenmaster Deluxe, 


NOMA Heater 


Noma Electric Corp., 
55 W. 13th St., New York City 


vice: Noma portable Safety heater. 
ing Features: Non-glowing, woven 
element, 1000 watts, mercury switch 
automatically shuts off if heater tips 
wer; Watch-Eye light indicates when 
eater is in operation; weighs less 
than 8 Ibs.; 16% in. high, 12 in. wide, 
4} in. long; choice of 2 colors, ivory 
brown. 

ce: $7.95. Electrical Merchandising, 
October, 1940. 


MALLEY Broilers 


Malley Metal Manufacturing Co., 
13-19 University Place, N. Y. C. 


broilers. 

ling Features: Kitchenmaster avail- 
able in 3 models—Deluxe, Standard 
and Kitchenmaster Jr.; Deluxe model 
extra large removable 2-heat element, 
igh 1000, low 500; ventilation around 
head of hood; built-in heat indicator ; 
aluminum insert tray, drip pan with 
perforation in center; adjustable wire 
grill; heat defuser. Kitchenmaster 
Standard, 1000 watts, high, low 350. 
Kitchenmaster Jr. 600 watt element, 
polished aluminum finish. 

Super King in standard and Deluxe 
models 350 watts low, 1000 watts 
high; available in Chromluster or 
Chrome on copper base. 

$9.95; 


Standard, $6.95; Kitchenmaster Jr. 
“as low as $1.98;” Super King De- 
luxe models $7.95 and $6.95; Stand- 
ard $6.95 and $5.95.—Electrical Mer- 
chandising, October, 1940. 


v 


ILLINOIS Pyrometer 


Illinois Testing Lab. Inc., 420 N. La Salle 
St., Chicago, 


Pyrometer for checking oven 
temperatures such as_ thermostats, 
watHe irons, grilles, roasters; instru- 
ment consists of millivolt meter type 
pyrometer having a scale 2§ in.; can 
be furnished in a range of 500, 
600 or 800 deg. F.; flush mounted 
in stand having exposed binding 
posts to accommodate thermo-couple ; 
complete with thermo-couple up to 
3% in. and manual zero adjusting 
screw to permit resetting pointer for 
toom or cold end temperature. 

Price: $22.50 in range of 500 degs. F; 
$21.50 in range of 600 or 800 degs. F. 
Py lectrical Merchandising, October, 

4), 


Device: 


(Please turn to page 91) 


-E’s Hot Fall Combination 


FOR EXTRA PROFITS 


G-E CLEANER 


For Thoro House Cleaning 


Spotlight . . . Motor-driven 
brush...Three-point brush 
adjustment . . High-speed 
motor...No oiling required 
... Dust-proof bag... Finger- 
tip control... Toe-tip nozzle 
adjustment... Lightweight 
Good Housekeeping 
approval. 


Write your nearest G-E 
Distributor or wire us 
direct, General Electric 
Co., Bridgeport, Conn. 


ELECTRICAL MERCHANDISING—OCTOBER, 1940 


“Universally acdlaimed at the 
New York Housewares Show 


WAGNER SWEEPER 


For Brush-up Cleaning 


“Komb-kleaned” brush... 
Unbreakable window .. 

Automatic brush adjust- 
ment ... Wheels require 
no oiling...Controlled dirt 
disposal... Large Rubber 


bumper...Sturdy construc- 


tion...Good Housekeeping / 


approval. 
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How the Manufacturer Shows You 
It’s a Better CORDITIS-FREE Appliance 


Look at the Plug. 
Look at the Cord. 
Look at the Strain Relief. 
By these marks you see the appliance 
manufacturer’s desire— 
—To help you sell his product. He’s 
giving you the plus sales features of 
a nationally advertised SAFETY 
feature. 


—To save you service headaches. He’s 
cut out the biggest cause of troubles 
that rob you of dollars in free service. 
And besides, this external indication 

of “good faith” is a good sign that the 

product is well engineered inside, too. 
Specify Belden—and save a lot of 
trouble. 
Belden Manufacturing Compa 
4663 W. Van Buren St., 


*CORDITIS—a da 


rous disease of electrical cords; the symptoms are frayed wire and broken plugs. 
lt causes severe appliance 


ental irritation and violent nervous disorders among ¢ users. 


Appliance Cord Sets approved by Good House- 
keeping Institute, listed as standard by Under- 


writers’ Laboratories, Inc., and certified by 


elden 
ELECTRICAL CORDS 
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NATIONALLY ADVERTISED 


NEW MERCHANDISE 


QUIET MAY Oil Heating Unit 


| 


Models: 7 


Selling Features: 


Selling Features: 


May Oil Burner Corp., Baltimore, Md. 
Model: 


CRC for small and 


sized homes. 


medium 


Available in 2 sizes; 
totally enclosed cabinet finished in 
crinkled 2-tone gray; “wet base” type 
boiler adds extra heating surface and 
water capacity; extensive heating 
surfaces in crown sheet and secondary 
passes carry out the “Ther-MAY- 
lator and Inserts” principles; boiler 
designed so hot gases must flow 
through 4 separate passes; flange 
mounted burner; controls furnished 
as standard are a relay, plain ther- 
mostat, and boiler limit control—all 
Minneapolis-Honeywell; 40 gal. tank 
type domestic hot water heater; CRC 
units are rated at following capaci- 
ties; S-435, has 435 sq.ft. steam radi- 
ation; W-700, 700 sq. ft. water 
radiation; S-525, 525 sq. ft. steam 
radiation; W-840, 840 sq. ft. water 
radiation. Merchandising, 
October, 


Electrical 
1940. 


G-E Packaged Kitchens 


General Electric Co., 
Appliance & Mdse. Dept., 
Bridgeport, Conn. 


new packaged apartment 
house kitchens—42, 62, 77, 83, 87, 96 
and 116 inch sizes. 


All units available in 
both left- and right-hand types; 42 
in. unit has G-E hotplate for cooking ; 
other sizes include electric range 
equipment; 42 in. unit includes a 
counter-height G-E refrigerator un- 
der work surface; sink; sink-cabinet 
with cutlery drawer and bread board. 
wall cabinet with 2 doors; necessary 
plates, panels, fillers, soffit trim 
moulding. 

62 in. size has greater wall cabinet 
capacity with 4 doors, small apart- 
ment house type electric range, with 
single unit oven and 3 surface burn- 
ers and a refrigerator. 

77 in. size similar to 62 with larger 
wall cabinets and a drawer cupboard 
assembly between sink cabinet and 
range. 

&3 in. unit similar to 62 with a com- 
plete broom closet assembly with 
upper and lower compartments. 

87 in. unit has greater wall cabinet 
capacity, larger refrigerator adding 


OCTOBER, 


more sink cabinet space below work 
surface; 96 and 116 in. models hay 
still larger refrigerating Capacity wit! 
corresponding increases in wall cabj. 
nets; largest size also has _ broom 
closet.—Electrical Merchandising, 0¢ 
tober, 1940. 


ILG Unit Heater 


Ilg. Electric Ventilating Co., 
2850 N. Crawford Ave., Chicago, Ili. 


Model: “Vital Zone” heater. 


Selling Features: Fully-enclosed, seli 
cooled motor; 2-piece header give: 
“balanced” steam distribution permit 
ting each tube to expand and contract 
uniformly; copper heating coil con- 
sisting of “wedded” tubes and _ fins 
individually adjusted louvres lesser 
air turbulence and increase heating 
range; delivers from 385 to 6900 cin 
depending on size of unit.—Electrica 
Verchandising, October, 1940. 


v 


HUSHOMATIK Cleaner 


Electro Specialty Co., 2936-38 Fourth Ave., 
S. Minneapolis, Minn. 


Device: Hushomatik silent vacuum 
cleaner. 

Selling Features: No bag, tank or 
noise; new turbine type vacuum gen- 
erator running quietly at moderaté 
speed develops suction; separates dir: 
from rugs and air quietly—as air 
enters dust-collecting chamber it ! 
reduced to slow velocity; motor 
causes no radio interference; meta 


dirt container easy to remove atl 
empty. — Electrical Merchandisin: 
October, 1940. 


v 


BROILMASTER Broiler 


Hercules Metal Spinning and Stamping Co. 
125 Watts St., N. Y. C. 


Models; No. 500 C, Deluxe; No. 3 
C, Standard; and No. 300 AW 
Standard aluminum. 

Selling Features: Broils, fries, bakes 
toasts; 2-heats: 1000 watts high. 3 


watts low; a. c. or d. c.; accessuries 
include enameled drip pan, large sri¢ 
safety bridge element. 


Price; 500 C Deluxe chrome, $7.9 
300 C Standard chrome, $5.95; 3 
A.W. Standard aluminum, $3.95.— 

Merchandising, Octo et 


Electrical 
1940. 
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THERMADOR Heaters 


Thermador Electrical Mfg. Co., 
2821 E. Pico St., Los Angeles, Calif. 


Models: Spred Ray, Seven Leaguer and 
Heat Fan. 


Selling Features: Portable Spred Ray 
available in several new styles and 
finishes; projects warm rays in broad 
arc to encompass room. Seven 
Leaguer provides head-to-heels 
warmth in portable unit; Long nar- 
row design and small base makes it 
suitable for bathrooms, and where 
space is limited. 

Heat fan heats in winter, circulates 
air in summer—forces air out and 
down through room.—Electrical 
Merchandising, October, 1940. 


PREVORE Broiler 


Prevore Electric Mfg. Co., 206 Market Ave., 


Brooklyn, N. Y. 


Model: R5A Prevore automatic broiler- 


roaster. 


Selling Features: Automatic thermostat 


controls heat—simply dial heat for 
right temperature for broiling, roast- 
ing, baking, cooking, grilling, frying; 
special roasting pot insert turns broil- 
er into roaster and baker; detachable 
hinged cover, finger-tip lifting, auto- 
matically holds cover open for serv- 
ing; 2-way adjustable rack; alumi- 
num gravy plate; metal covered 
asbestos heat resisting tray prevents 
table marring; black glazed unit, 
1000 watts, a. c. only; chromium 
finish Bakelite trim; 10 in. high, out- 
side diam. serving tray 194 in. 


Price: $13.95.—Electrical Merchandis- 


ing, October, 1940. 


PEERLESS Blower Units 


The Peerless Electric Co., 
Warren, Ohio 


Device: New blower units for convert- 


ing gravity furnaces to warm air 
conditioners. 


Selling Features: Availing in belt and 


direct drive types from 6% in. diam. 
on direct drive up to 21 in. diam. on 
belt drive; capacities from 900 cfm. 
against ¢ s.p. to 6000 cfm. against 
4 in. s.p. new construction gives 
maximum amount of filter area facili- 
tating filter access, new rounded 
corner construction; green hammer- 
tex finish—Electrical Merchandising, 
October, 1940. 


COMPLETE WITH 
JUICE EXTRACTOR 


4 


ADVERTISING 
FEATURES OF THE AND PROMOTIONAL 
TRIPLE-WHIP MIXER PROGRAM 


NATIONAL ADVERTISING 
The General Electric Triple- 
Whip Mixer will be exten- 


The only three-beater mixer — newly 
designed beaters — easy-to-attach — 


easy-to-remove sively advertised in Life, Good 
Powerful motor—with sufficient power Housekeeping and Ladies’ Home 
to do all necessary household mixing, Journal during this Fall. 
beating and whipping operations SPECIAL 
Convenient switch control — controls PROMOTIONAL AIDS 
all speeds and provides single-hand Folders, banners, displays 
control and ad-mats are all part of a 
White baked enamel finish complete promotional offer. 
Opal white large and small mixing See your G-E Distributor at 
bowls once for complete details. 


Single-position bow! support 
Easy-to-grip carrying handle for port- 
able operation 

Mixing light — provides clear visibility of all mixing operations at all times 


Swivel control—located for finger-tip operation— makes possible the con- 
venient use of all accessories 


Permanently connected —all-rubber approved cord 


Juice extractor — easily attached — consists of juice“ bowl,¥ reamer and 
adjustable spout 


A complete range of additional accessories, for food chopping, slicing and 
shredding, grating, knife sharpening, etc., are available at additional cost. 


GENERAL ELECTRIC 


APPLIANCE AND MERCHANDISE DEPARTMENT, BRIDGEPORT, CONNECTICUT © ONTARIO, CALIFORNIA 
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Barter this Confidence 


lt has never happened in the 31 years since 


Good Housekeeping’s Laboratories were 


founded, and it is not going to happen now. 


THIS BRIDE, and millions of women like her, 
have put their trust in our Seal of Approval 
... and their confidence is justified! 

If a product does not meet our exacting 
standards, it cannot carry our Seal of Ap- 
proval. No amount of advertising money will 
make it acceptable—because the Good 
Housekeeping Seal of Approval is not for sale. 


FOR EXAMPLE... 


Recently we received an order for $29,000 worth 
of advertising space in Good Housekeeping Mag- 
azine from a manufacturer of canned foods. As 
we always do, we asked for samples of his com- 
plete line, and as we a/so always do, we went out 
in the open market in Detroit, Boston and New 
York, and bought more samples... the same 
sort of cans that you, as a consumer, would have 
bought . . . the sort of cans that a bride, trusting 
in the Good Housekeeping Seal of Approval, 
would have bought with perfect confidence if the 
Seal had been there! 

There were fourteen products in this manufac- 
turer's line, ranging from Vegetable Soup to 
Spaghetti. Our tests showed that six out of the 
fourteen products were fine. You would have 
liked their flavor and quality, wherever you had 


bought them. The others, said our laboratories, 

“showed great variation in quality, flavor and 

appearance. In some, the mold count was above 

the tolerance allowed by the Government. In others, 

the quality of the ingredients was below standard.” 
7 

PROBLEM: Give the Seal of Approval to the good 
products—refuse it to the others, all marketed 
under the same brand name? 

ANSWER: No. “Too confusing to the home- 
maker,” we said. “In view of the large proportion 
of unacceptable products thus far tested in the 
(name deleted) line, we do not feel it would be 
advisable to give approval on any products of this 
line.”” (From report written on January 18th.) 

The order for $29,000 of advertising in Good 
Housekeeping Magazine had been received on Janu- 
ary Sth... on January 21st we rejected it. Ad- 
vertising on these same food products has since 
appeared elsewhere —but it has NOT appeared in 
Good Housekeeping Magazine. 


THIS IS ONE OF A SERIES of advertisements, based on 
actual cases, in the files of the Good Housekeeping Labora- 
tories, at 57th St. and 8th Ave., New York City. Here, under 
Katharine Fisher, Home Economist, and Dr. Walter H. Eddy, 
Biochemist, 56 people—engineers, chemists, home economists 
and others—carry on a unique Good Housekeeping editorial 
operation, in the service of the consumer. 


NEW SURVEY SHOWS BRIDES HAVE PARTICULAR 


CONFIDENCE IN GOOD HOUSEKEEPING 


Good 
So, Institute 


x 
HOUSE KEE PING 


In the Service 
of the Consumer 


0000 
Good Housekeeping 
Bureau 
pint WA 


\ 
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More Brides Read Us... Use Us... Trust in Us... 


In Good Housekeeping Bride's Survey just completed (anonymously con- 
ducted), almost one and one half times as many brides said “Good Housekeep- 
ing’’ as said any other magazine when asked: ‘What magazine do you—your- 
self—read regularly?” . . . over one and one half times as many brides said 
“Good Housekeeping” as said any other magazine when asked: ‘As a new 
homemaker, from what magazine do you expect to get the greatest help?” 


... and note this particularly: 


5 times more BRIDES said “GOOD HOUSEKEEPING” than said 
any other magazine when asked: “Is there any one magazine in 
whose advertising pages you have particular confidence?” 


(Complete details on this recent survey will be gladly furnished on request) 


THE MOST DEPENDABLE 
ADVERTISING PAGES 
IN AMERICA 


Every product advertised 
in every issue of Good 
Housekeeping Magazine 
is backed with a MONEY: 
BACK Guaranty 
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PEOPLE PRODUCTS PLANS 


electrical Merchandising Review of the Month 


October, 1940 


Points With Pride 


KELVINATOR SALES ARE 


2 4TIMES 


LAST YEARS 


1939 1940 


Kelvinator's big sales increase is pointed 
out by general sales manager Frank 
Pierce. 


PIERCE ANNOUNCES 
KELVINATOR'S BIGGEST 
REFRIGERATION YEAR 


DETROIT, MICH.—The greatest sales 
record in Kelvinator’s long history will 
be hung up in 1940, it was announced 
recently by Frank R. Pierce, Kelvinator’s 
general sales manager, who says that 
business during this record-smashing year 
ias been 2} times of what it was in 1939. 
With dealers all over the country re- 
porting a greater public acceptance for 
ur product than ever before, Pierce 
stated, this tremendous increase in Kelvi- 
nator business is highly significant, as 
the refrigeration industry as a whole has 
experienced only a 35.1 per cent gain 
over 1939, Translated into other terms, 
i¢ said, this means that Kelvinator’s per- 
centage share of the entire electric re- 
tigeration industry has almost doubled. 
“Both small and large retailers,” Pierce 
continued, “have shared in the marked 
uptrend in business, with many dealers 
in metropolitan areas as well as small 


towns reporting triple and quadruple 
their 1939 volume. 
“At the outset of the model year,” 


he explained, “we announced that our 
new 1940 manufacturing and selling pro- 
gram would enable us to double our 
volume. The result has been even bet- 
ter than we anticipated.” 

Pierce reported that the 1940 program 
Was not one of mere price cutting, as has 
been charged i in some quarters. “It was,’ 
he said, “a broad plan to eliminate the 
many ills besetting the refrigeration in- 
dustry and that over- pricing represented 
only one of these ills. 

Pierce pointed out that not only had 
this program produced record-breaking 
sales, but that it had brought about an 
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exceptionally high average unit-sale price 
of its refrigerators, despite reductions of 
from $30 to $60 in the line. 

“Although some experts predicted that 
the average price of refrigerators sold 
would take a nosedive,” he said, “our 
dealers’ reports show that 80 per cent 
of the sales made this year have averaged 
$160.23.” 

Pierce attributed the high unit-sale 
price of Kelvinator’s 1940 refrigerators 
to the company’s ingenious “step-up” 
plan, by which the prospect can see at 
a glance the features justifying the grad- 
ual price increases in the line. Moreover, 
he explained, Kelvinator retailers are 
materially aided by the “six for six” 
and the “eight for eight” financing plans, 
which enable buyers to take their choice 
of any six-cubic-foot model for $6 down 
and $6 a month, or any eight-cubic-foot 
model for $8 down and $8 a month. 

Kelvinator’s sales manager praised 
dealers for their outstanding job in up- 
ping 1940 volume. A manufacturer, he 
commented, is only as good as its dealer 
organization, and our dealer organization 
has certainly showed how to profitably 
put an effective program to work. 


Cincinnati Gets Television 
CINCINNATI—Work, started on a 


television station in Cincinnati August 
28 when the Federal Communications 
System authorized the Crosley Corpora- 
tion, operator of WLW, to take such a 
step. The new station will carry out 
programs of research and development, 
and it is estimated will cost $100,000. 


WIRING. AND LEAGUE CONFERENCES 
OPEN IN CHICAGO, NOV. 12-14 


NEW YORK—The Fifth Annual Con- 
ference of the International Association 
of Electrical Leagues will be held at the 
Palmer House, Chicago, on November 13 
and 14. These will be open sessions and 
any member of the industry interested 
in cooperative market development opera- 
tions, as carried on by electrical leagues 
throughout the country, will be welcome. 

G. Weston, secretary-manager of 
the Electric Association of Kansas City 
and President of the IAEL, will be the 
general chairman. 

On Tuesday, November 12, the day 
preceding the league conference, there 
will be a discussion of the promotion of 
residential adequate wiring. This special 
meeting is being jointly sponsored by the 
International Association of Electrical 
Leagues and the National Adequate Wir- 
ing Bureau and is open to all interested. 

Among the subjects to be discussed at 
the wiring conference are a number of 
promotions which are typical of what is 
being done in the country as a whole. 
They will include programs being carried 
on in Minnesota, Chattanooga, Wisconsin, 
the Inland Empire and the West Penn 
territory. The speakers will be the men 
who are doing the job and ample time 
will be left for discussion. 

Two wiring subjects, dealing with resi- 
dential and commercial re-wiring will be 


included in the league program and other 
| subjects to be discussed are fluorescent 


Universal Men in Huddle 


Howard H. Schott (right), Landers, Frary & Clark, appliance designer, here 

illustrates the feature of the new Universal tank-type cleaner, to (left) Lee Moss, 

Vacuum Cleaner sales manager, F, P. Nester, and W. J. Cashman, sales promo- 

tion manager. The new cleaner is to be heavily promoted this fall with newspaper 
and magazine advertising. 
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lighting; the league’s place in improving 
trade relations and public relations; 
social activities ; electrical shows; promo- 
tion of refrigerators ; ranges, water 
heaters and roasters ; sales opportunities 
in radios; sales training courses; in- 
dustrial development and other live topics. 

Following the open league sessions, 
elections of officers and directors of the 
IAEL for the ensuing year will be held. 


HOTPOINT OFFERS 
WASHER WEEK PRIZES 


Hotpoint retailers who are taking ad- 
vantage of the National Washer-Ironer 
Week promotion have an opportunity to 
win double prizes for attractive window 
displays. 

H. E. Warren, manager, Hotpoint 
Home Laundry Division, has announced 
that any dealer’s window which wins a 
prize in the contest sponsored by the 
Washer & Ironer Manufactur-~ 

Association, will receive a duplicate 
oak award from Hotpoint, provided the 
window displays Hotpoint Home Laun- 
dry Equipment exclusively. To help 
their retailers build interesting displays 
the Hotpoint company is making avail- 
able a free package of window display 
material containing the special pieces pro- 
duced by the National Washer & Ironer 
Manufacturers’ Association. 

To encourage distributors and distribu- 
tor salesmen to give all possible as- 
sistance to their retailers in building 
good windows, the National Washer & 
Ironer Manufacturers’ Association is also 
offering a cash prize to the distributor 
salesman who sponsors the winning 
dealer. Hotpoint will also duplicate this 
prize to the distributor’s salesman if the 
dealer’s window wins and is all Hotpoint, 


J. W. Mclver Dies 


NEW YORK—John Wesley Mclver, 
prominent advertising executive, died 
September 24th at his home, 108-14 Me- 
teor Street, Forest Hills, L. L., follow- 
ing a brief illness. 

Mr. McIver has been associated as 
account executive with Maxon, Inc., 
since 1937. He was formerly an adver- 
tising manager of the General Electric 
Co., sales promotion manager of the 
Edison Lamp Works where he began his 
career in the electrical field, and a 
former advertising manager of R.C.A. 
Radiotron and sales manager of Forbes 
Lithograph. Mr. McIver was born in 
Sanford, N. C. Surviving are his widow, 
Mary Hughes Mclver and son John. 


PAGE 65 


¥ 
i 
4 \ 
a | 
| 
| 
| 
| 
ES 
ll 


Order Now to Insure Delivery For 
The Big Fall and Christmas Demand! 


te Call your wholesaler for details 
of new line priced from $1.00 


THE A. E. RITTENHOUSE CO., Inc. 
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Different from anything 
on the market. 


Exclusive new mechan- 
ical features that set a 
new high in perform- 
ance. 


Styled with beauty to 
win your enthusiasm. 


Just crammed with ‘‘a 
lot of chime’’ for the 
money. 


Backed by complete 
national advertising and 
merchandising pro- 
grams. The line that 
“has everything.”’ 


to $50.00—or write us. 


Dept. 614 . . . Honeoye Falls, N. Y. 


RITT 


BEVERLY—A 4-note chime ot $9.95. 
A valve never before offered for less 
than $20.00. 


WINDSOR — 2 notes 
front—1 note rear. 
Brushed brass resonator 
tubes with ivory plastic 
housing. A fast seller at 
$3.95. 


CAMBRIDGE “3"— 
Three Notes front door 
—1 note reor. Beautiful 
plastic housing brushed 
brass tubes. Exclusive 
Rittenhouse ‘Sealed 
Timer."' Moderately 
priced at $14.95. 


CAMBRIDGE “4"— 
Four notes front door— 
1 note rear. Beautiful 
plastic housing brushed 
bross tubes. Exclusive 
—Rittenhouse “Sealed 
Timer."" Moderately 
priced at $19.95. 


EMBASSY — 6 notes 
front door . . . 2 notes 
rear, plus single note 
maid's call. Rich plastic 
housing. Night light with 
cord pull switch. The 
finest in chimes at 
$25.00. 


AMBASSADOR —8 
notes front door... 2 
notes recor, plus single 
note maid's call. Rich 
plastic housing. Night 
light with cord pull 
switch. The finest in 
chimes at $29.50. 


RITTENHOUSE STRICT SALES POLICY 
PROTECTS YOUR INTERESTS! 


ELECTRIC DOOR CHIMES 
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If Good Housekeeping Institute doesn't blossom forth soon with a complete 
G-E electric kitchen, it won't be the fault of two of General Electric's star 
salesmen, who are caught here putting the heat on Katharine Fisher, director 
of the famous G-H-l, in one air conditioned corner of G-E's own institute at 
Bridgeport, Conn. Miss Fisher just dropped in to “look”, but Webb Theleen 


(left), 


manager of electric sink and cabinet sales, and H. L. Andrews, vice- 


president in charge of appliance operations (right). are giving her the old 
one-two. 


NEW DISTRIBUTORS APPOINTED 


CROSLEY 


Buhl & Sons Company has been ap- 
pointed distributor of Crosley products 
in Detroit, Robert I. Petrie, vice presi- 
dent and general sales manager, The 
Crosley Corporation, announced recently. 

Buhl & Sons is one of the oldest 
hardware and appliance distributors in 
the United States, and is among the 
largest institutions of its kind in the 
country. 

The merchandising of Crosley products 
of Buhl will be in charge of Jack Morey 
who has had long experience in retail, 
wholesale and factory sales of household 
appliances, 


ROBERTS & MANDER STOVE CO. 


The Roberts & Mander Stove Co., 
Hatboro, Pa., manufacturers of “Qual- 
ity” electric ranges, announces the ap- 
pointment of two new distributors, 
according to W. C. Guildford, vice presi- 
dent in charge of sales. 

Apollo Distributing Company of New- 
ark, N. J., have been appointed to cover 
the territory of northern New Jersey. 
Officials of the company are Dave 
Slobodien and Fred Goldberg. 

Majestic Stove Corporation, 42 Union 
St., Boston, Mass., has been appointed 
for that territory. Louis Cohen is presi- 
dent and treasurer of the company. 


GENERAL ELECTRIC 


Appointment of seven new distribution 
outlets has been announced by the Gen- 
eral Electric appliance and merchandise 
department, Bridgeport, Conn. 

Kraus and Co., Providence, R. L, will 
henceforth be a distributor for G-E fans, 
added to a line which already included 
radio tubes, cleaners, clocks, and heating 
devices. 

The Mar Le Co., of Stamford, Conn., 
has been appointed a distributor for 
G-E heating devices. 

The Grand Light and Supply Co., of 
New Haven, Conn., has been appointed 
a distributor for clocks and heating 
devices. 

The Electric Supply and Equipment 
Co., of Greensboro, C., has been ap- 
pointed a distributor for clocks, fans, and 
heating devices. 

The Electric Time Co., 120 Tremont 
St., Boston, a G-E heating device dis- 
tributor, has been appointed a distributor 
ior G-E fans. 
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The Stusser Electric Co., 705 Fourth 
Ave., Seattle, Wash., has been appointed 
a distributor for General Electric heat- 
ing devices. 

Appointment of W. A. Case & Son 
Manufacturing Co., large plimbing and 
heating supply house of Buffalo, N. Y., 
as distributor of General Electric air 
conditioning and commercial refrigera- 
tion equipment, has been announced by 

M. Crocker, manager of G-E’s air 
conditioning and commercial refrigera- 
tion department, Bloomfield, N. J. The 
new distributor has 476 dealers in metro- 
politan Buffalo. 


7-Year Progress Drama- 
tized in "American Home" 
Ad Campaign 


NEW YORK—In the past seven years 
there have been startling advances in 
American Standards of Living—some 
nearing 1929 levels, many attaining new 
highs. 

The American Home magazine, now 
seven years old under its present edi- 
torial direction and ownership, is capi- 
talizing this theme in its current adver- 
tising. Its growth from 300,000 circula- 
tion in 1933 to 2,000,000 in 1940 is largely 
traceable to these social and economic 
gains. 

Labor-saving equipment has liberated 
men and women’s time for leisure and 
home activities. Electrical work-savers 
are at an all-time high with three and 
half-million more wired homes, the aver- 
age home used 50% more electricity in 
1939 than in 1933, at a rate decrease 
of 26%! There has been a 189% 
increase in the number of refrigerators 
in use; 72% more families own electric 
washers, and more than twice as many 
husbands enjoy automatic furnaces. 

With a 63% rebound in the national 
income and a thirteen billion dollar in- 
crease in retail sales, trade has recovered 
rapidly. National advertising has gone 
ahead 37% since 1933; magazines 46%. 
The American Home itself had a ten- 
fold increase in advertising revenue in 
this period! 

The American Home's growth to 2,000,- 
000 is directly due to these and other 
vital shifts which they outline in a valu- 
able and interesting booklet—‘“In the 
Past 7 Years.” 
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PORCELAIN ENAMEL 
ADOPTS LABEL 


CHICAGO—Hailed as “the biggest 
porcelain enamel news in years,” a mes- 
sage sent to 15,000 kitchen furniture 
buyers throughout the country by the 
Porcelain Enamel Institute announces 
adoption of a label which for the first 
time offers to buyers and their salesmen 
and customers a ready means of identify- 
ing “first quality” porcelain enamel. 
The label will identify kitchen cabinet 
and table tops, and the tops of dinette 
and breakfast sets which are manufac- 
tured to meet the Institute’s standards 
for resistance to abrasion, heat, and the 
chemical action of foods and cleaning 
agents, according to Charles S. Pearce, 
managing director of the Institute. 
“Manufacturers of ‘first quality’ porce- 
lain enamel have long felt the need for 
a seal which will identify their product 
to the public and to furniture buyers,” 
Mr. Pearce said. “It is frequently diffi- 
cult if not impossible for even an ex- 
perienced buyer to distinguish between 
high quality porcelain enamel and in- 
ferior finishes, especially when the sur- 
faces are new, although the difference 
will inevitably show up in use. We are 
now able to guarantee that table tops 
bearing the ‘first quality’ seal will give 
many years of satisfactory service in 


normal use, and retain their original 
beauty of finish.” 

Attached to each of the 15,000 let- 
ters is the actual label, two by three 
inches in size, black and red on silver, 
reading : “Genuine Porcelain Enamel, 
the Lifetime Finish. This top is guar- 
anteed by the manufacturer to conform 
to the Porcelain Enamel Institute Speci- 
fication No. 161. Glasshard, stainless, 
rust-proof, odorless, fadeless, burn- proof. 
To clean—wash with soap and water.’ 


Janow Heads Gulf Breeze Company 


DALLAS—New president of the Gulf 
Breeze Company, 2708 Taylor St., Dallas, 
Texas, is Joseph Janow. He is a veteran 
in the electrical appliance business in 
the South. 


Minneapolis Small Appliance Show 
October 24-26 


MINNEAPOLIS — Under the joint 
sponsorship of the Hardware and Furni- 
ture Dealers Association and _ the 
N.C.A.E.L, a small appliance show will 
be held in Minneapolis, October 24-26. 
T. L. Losby, sales promotion department, 
Northern States Power Company, is in 
charge of space. 


He Sells Water Heaters in Dozen Lots! 


Guy O. Dill, vice-president of the Anniston Electric Company, Inc., of Anniston, 

Ala., is shown above with the 12 Westinghouse water heaters he sold to a tex- 

tile company for installation in homes of some of its officials and other employes. 

The textile firm pays the current costs, and thus its purchase of the 12 heaters 

demonstrates that its officers appreciate the economy and other benefits of 
electric water heating, according to Mr. Dill. 


A Streamlined Florida Store 


H. A. Daugherty & Company of Orlando, Florida, opened this new store recently 
—a new high in attractive streamlining. Gibson ranges and refrigerators are 
handled (he ordered a carload before opening) and Universal ironers. 
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1. “MAYBE you think that it doesn’t 
make any difference what make of 
motor goes on the washer, ironer, or 
refrigerator you sell just so long as 
the motor is high quality. | thought 
the same until... 


2. “SOMETIME ago | had a customer who 
couldn't seem to choose between my appli- 
ance and a competitive make. As | repeated 
the high points of my story | mentioned 


eam that my unit was equipped with a G-E 


THE FIRST CHOICE OF 10,000 BUYERS: 
Motor buyers were asked, ‘“‘Taking into consideration 
quality, price, and service, when you are again in the 
market for motors and control, which manufacturer will 


you ask for quotations?’’ Their answers indicated a 
strong preference for General Electric, as follows: 


55 per cent GENERAL ELECTRIC 
20 per cent Manufacturer A 
3 per cent Manufacturer B 
2 per cent Manufacturer C 
2 per cent Manufacturer D 
18 per cent All Others 
G-E MOTORS HELP YOU SELL 


Die 


rige 


2 


the 


motor. That seemed to impress her. 


| 
4. “YES, people do know that G-E name 
and they are sold on it. Millions of G-E 
motors are driving appliances and giving 
their users good service, which means that 
when these users buy new appliances, they 
will prefer those driven by G-E motors. 

General Electric Co., Schenectady, N. Y. 


NATIONAL WASHER AND 


3. “APPARENTLY she knew about the 
dependability of G-E motors. And she 
recognized that here was additional as- 
surance that my appliances are high qualit 
throughout, for her next words were, ‘Well, 
| guess I'll take this.’ 


just listen to this...” 


5. “THAT'S why I'm so sure G-E motors 
help sell more appliances. So—take this 
tip —specify them for your washers, refrig- 
erators —for all 
They'll sure make your selling job easier.” 


motor-driven appliances. 


IRONER WEEK OCT. 19-26 
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September was campaign month on 
washers and ironers for northern Cali- 
fornia under the auspices of the Elec- 
trical Appliance Society of Northern 
California. This year’s promotion was 
the first industry-wide drive in two 
years on laundry equipment in this 
region and it was felt that a stimulant 
was needed to encourage buying. The 
event was tied in to the rate reduc- 
tions recently announced by the Pacific 
Gas and Electric Company, reference 
to which was used in advertising and 
sales arguments. Chief feature of the 
campaign was a 10 per cent discount 
on ironer sales. A comprehensive ad- 
vertising schedule was announced by 
the power company, utilizing the cam- 
paign slogans of “Banish Back-Break- 
ing Tuesday” and “Wash and Iron the 
Modern Way.” The Electric Appliance 
Society provided radio announcements, 


dealer display material and money for | 


salesmen’s prize contests. Dealers did 
supplementary advertising and dug up 
their old prospect lists, using direct 
mail, telephone and newspaper ads. 


A butcher of Le Grand, California, 
was so frequently asked by farmer 
customers to butcher and store their 
meat for them, that he found it ad- 
vantageous to start a_ refrigeration 
locker plant. The new equipment has 
fifty lockers, already in demand, and 
has space for fifty more. Meats in- 
tended for storage are placed when 
freshly killed in the large refrigeration 
compartment of the main store, where 
it is kept at a temperature of thirty 
five degrees above zero for from two 
to three days. It is then taken to the 
processing room, where it is quartered 
and cut to meet the owner’s needs, 
after which it goes to the quick-freeze 
unit for two hours and then to the 
lockers. The lockers are already being 
used to experiment with the quick 
ti of fruits and vegetables as 
we 


As part of Montgomery Ward’s 
“Radio Demonstration Show,” held in 
September by its Sacramento, Calif., 
store, free recordings were made of the 
entire family’s voices and the record 
given to those visiting the exhibit of 


1941 models. A device for making 
records at home was one of the 
features advertised for sale at this 
event. 


Sixty-one per cent of its 1940 selling 


quota was met in the first six months | 


of the year, according to a report from 
the new business department of the 
Pacific Power and Light Company. 
The company’s sales record increased 
by 27 per cent and dealer sales by 35 
per cent during the period. A total of 
5,593 refrigerators, 1,226 electric ranges 
and 767 water heaters was sold, dealers 
doing 90.5 per cent of the business. 


_ Essays to the number of 1,587 were 
intered in the $1,350 range contest 
conducted this summer by the Pacific 
Power and Light Company and co- 
operating dealers. This represents a 
return of one out of every four contest 
blanks distributed during the period of 
the contest. Prizes in the districts con- 
sisted of 12 electric roasters, 16 $10 
and 40 $5 merchandise orders. Winners 
from the twelve districts were eligible 
to compete for the five electric ranges 
which were the grand prizes. 


_ All records for electric range sales 
in Spokane, Wash. were broken this 
summer, which showed a record of 457 
ranges sold in the thirty days ending 
August 15. In addition 243 electric 
ranges were sold in Washington Water 
Power territory outside the city. The 
Spokane division of the power com- 
pany has been awarded the Robinson 
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New Market—New Uses 


A new series of citrus fruit stands established throughout southern California 

by the California Fruit Growers Exchange, to provide a local market for surplus 

fruit, is proving an excellent market for juice-extractors, refrigerators and the 
small two-gallon water heaters for washing glasses. 


Western 


NEWS FLASHES 


trophy for this year for selling the 
largest number of electric ranges per 
1,000 population. Cash awards and 
prizes also went to the top six sales- 
men of the division. During the same 
period 1,305 electric refrigérators were 
sold in Spokane. The company expects 
to achieve a 38 per cent saturation of 
electric ranges over its entire system 
by the end of the year. 


The Washington Water Power Com- 
pany’s sales training course, which has 
been under way for several months is 
now requiring all sales employees to 
appear before a recording device to 
make a complete sales presentation, 
which afterwards they may check upon 
themselves. The best three records are 
to be circulated throughout the com- 
pany’s territory as models for other 
groups to follow. Their authors will 
receive cash prizes. The machine, 
which has been in use at various stages 
of the training program since its pur- 
chase last spring, has aided greatly in 


improving the salesmen’s confidence in 
themselves and in the calibre of their 
performance. Following the sales train- 
ing course, the machine will be used in 
other departments to improve their 
methods of dealing with the public. 


A range and water heater campaign 
for power company and dealers spon- 
sored by the Electrical Equipment 
Association in the territory of the 
Idaho Power Company is planned to 
cover the fall period ending at Christ- 
mas time. It is known as the Brick 
House campaign, each appliance repre- 
senting a brick, and is to be divided 
into two sections from Sept. 2-Oct. 24 
and from Oct. 25-December 24. Quotas 
set plan for the sale of 1,000 electric 
ranges and 500 water heaters, through 
company and dealer channels. Promo- 
tion features include “visualizers” from 
jobbers, demonstrations by power com- 
pany home service advisers, prospect 
cards and follow up of leads obtained 
through the spring I.Q. Cookery con- 


Chicago High Flyers 


WAR BULLETIN | 


OFFICIAL COMMUNIQUE 
AIR-CONDITIONING 
WEEK Ot 


“coorer AIR CORPS 


COM REFRIGER 
JOTA CAMPAIGN 


AM 


COOPER AIR CORPS 


FLIGHT PROGRESS 
OBJECTIVE 


REFR 


Air conditioning has something to do with the air, so R. Cooper, Jr., Chicago 
GE distributor, is running an air corps promotion that ties in perfectly with the 


war, even to war bulletins. 


In the above photograph is S. B. Maher, vice 


president and general sales manager, handing out checks to the boys who won 
a recent contest. 
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test. Newspaper, radio and billboard 
advertising is to be generously used. 
Prizes offered for window and floor 
displays by dealers. 


* 


Final report from the electric cook- 
ery and water heating campaign spon- 
sored by the Montana Power Company 
from April 15 through July, shows a 
total of 2,052 ranges and rangettes 
sold, 775 of them through dealer chan- 
nels, 240 roasters, 89 portable ranges, 
1,270 hotplates and 161 electric water 
heaters. During the first six months 
of 1940, 5,156 refrigerators were sold 
in Montana territory, 7,177 radios, 3,108 
washing machines, 341 ironers, 1,532 
vacuum cleaners, and 5,688 portable 
lamps, electrical dealers doing most of 
the business. 


“Once more our company is furnish- 
ing a prominent Reno home with the 
four necessary household appliances—” 
advertises the Silver State Appliance 
Company, featuring a photograph of 
refrigerator and range, Bendix unit and 
radio. “We can place this complete 
order in your home for a payment as 
low as 70¢ a day,” they add. 


Dorris-Heyman of Phoenix, Ariz., 
recently staged a two-day sale of new, 
demonstrator and floor sample refrigera- 
tors during the hot weather period of 
August. Reductions up to $105 (on a 
1939, 8 cu.-ft. model) were advertised. 


“Double the usual trade-in allow- 
ance” on purchase of a 1940 8-cu.ft. 
Kelvinator, advertised the American 
Furniture Company of Albuquerque, 
New Mexico, recently. They also offer 
special terms, placing emphasis on 
stepping up the amount of the sale. 


A spectacular record in refrigerator 
sales is reported from British Colum- 
bia, where more than 800 units were 
sold during June, more than double 
the record of a year ago. 


Results of a recent survey of laundry 
equipment now in use in the San 
Joaquin Valley district of California 
were reported recently to a meeting of 
about 100 dealers and salesmen held in 
Fresno. They were told that the in- 
vestigation showed that 55 per cent of 
the washing machines now in use are 
more than six years old and 37 per 
cent more than eleven years old. The 
meeting inaugurated the fall laundry 
equipment campaign sponsored by the 
Fresno Gas and Electric Appliance 
Society for dealers of that territory. 


* 


Sears, Roebuck of Portland Oregon 
made a one-day September offer of a 
6.4 cu.ft. refrige rator and a $10 electric 


mixer, both for the price of the re- 
frigerator at $128.80. $4 down and 
terms, was the offer. 


Llwellyn Lloyd, long associated with 
the Flint Distributing Company of Salt 
Lake City, recently left to take over 


the sales management of Stirlings, 
Inc., appliance dealers of Pocatello, 
Idaho. 


Doubling its floor space, by taking 
over an adjoining building, the Hamil- 
ton Electric Company of Waitsburg, 
Wash. is now remodeling its combined 
quarters. W. T. Hamilton is proprietor. 


Air conditioning has proved valuable 
tree seeds, according to 
recently 


in pre serv ing 


experiments carried out in 
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@ Selling a Food Mixer which 
gives superior service to users 
can bring you real satisfaction, 
as well as substantial profits, In 


_ Make MORE. than PROFITS... 
SELL KITCHENAID 


agd make FRIENDS / 


KitchenAid, you have exclusive 
features and finer performance 
to sell: automatic “Thoro-Mix” 
action; extra power; the ease of 
applying and using the many 
labor-saving KitchenAid 
Attachments. 


They slip right on without any 
extra “power adapter.” Every 
KitchenAid owner hecomes a 


THE HOBART MANUFACTURING 


customer for these additional, 
profitable items. 

DON’T FAIL to feature, also, 
the popular and “different” 
gift: KitchenAid Electric Cof.- 
fee Mill for the home. $9.75. 


ORDER NOW! 


Striking action display; colorful 
“Miss Kay” cut-out; Christ- 
mas display, folders furnished 
free. Get complete details now! 


CO., 1610 Penn, Troy, Ohio 


We are interested in learning all that KitchenAid offers for holiday selling. 


Please tell us your dealer proposition. 
NAME___ 
ADDRESS_____ 


Cire 
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nursery storage cellars at Pullman, 
Wash. Stored tree seedlines are kept 
in a dormant condition for long periods 
at a temperature of 40 deg. During the 
summer the rooms are cooled to the 
desired temperature, while in winter 
they may be warmed when necessary. 
Three storage rooms, one 18 by 235 ft. 
the other two 12 by 18 ft., are used 
for storage of seedlings required by 
the soil conservation service of the 
U.S. Department of Agriculture. 


A six per cent increase in the use of 
electricity by Washington homes over 
figures of last year was reported by 
the State Public Service Department of 
Olympia, Wash. The survey showed 
that 479,184 customers were served by 
all companies, of which 334,072 were 
customers of privately owned utilities. 


Rate reductions were announced by 
the Puget Sound Power and Light 
Company, effective October 1, and by 
the Pacific Gas and Electric Company, 
serving northern California, effective 
“some time in October.” The reduction 
by the Washington company was its 
third within the year. 


From Vancouver B. C., comes report 
of belligerent sea gulls, who, taking 
advantage of the example of war 
bombers in training, have been drop- 
ping clam shell bombs on the Lost 
Lagoon Fountain in Vancouver in 
order to break the shells on the con- 
crete basin surface. The gulls are 
unusually accurate in their aim and 
secured a number of hits on the 
fountain’s floodlights, whose lenses 
have had to be replaced a number of 
times. 


More than 8,500 visitors enjoyed the 
electrical features of the All-Electric 
Home, sponsored recently in Salt Lake 
City by the Electrical League of Utah. 
In order to focus attention on the 
electrical aspects of the home, the 
house was displayed unfurnished ex- 
cept for its electrical features. A troop 
of trained hostesses was at hand at all 
times to guide the public through and 
explain and demonstrate appliances 
and adequate wiring features. Utah 
Power and Light Company home serv- 
ice representatives and wives of Salt 
Lake electrical contractors divided this 
task. They reported many inquiries 
which led later to sales through local 
dealers. Requests for information on 
adequate wiring have kept the League 
busy following up the event. 


These are YPS 


| 


Younger members of the electric 
industry in San Francisco have bande 
together in an associate membersh 
to the Electric Club of San Franciscy 
(formerly the San Francisco Electrica 
Development League). The associate 
members plan monthly dinner meet 
ings, with attendance at one luncheo; 
meeting a month of the senior Club, 
The group has forty active members 
with Wm. Nott of the Sangamo Elec. 
tric Co. as president, Garth Chamblir 
of the California Electrical Construc 
tion Co. as vice president. 


* 


C. J. Strike, president of the Idah 
Power Company, was elected president 
of the Northwest Electric Light and 
Power Association recently at the an- 
nual meeting of that organization held 
in Seattle. S. P. McFadden, vice presi- 
dent of the Puget Sound Power and 
Light Company became vice president 
Vice presidents for their respective 
states are: John D. Orr, Idaho Power 
Company, Idaho; R. O. Kerr, The 
Montana Power Company Montana: 
Jas. H. Polhemus, Portland Genera! 
Electric Company, Oregon; W. A 
Huckins, Utah Power and Light Com. 
pany, Utah; C. Pat Johnson, Puget 
Sound Power and Light Company 
Washington and E. H. Adams of the 


B. C. Electric, British Columbia. 
Earle Dunsmuir, of the Dunsmuir 


Electric Company recently was elected 
president of the Vancouver Electric 
Association of Vancouver B. C. Geo 
W. Firth, head of the Jarvis-Firth 
Electric is vice president. Members of 
the executive board include Harry 
Luncas, H. G. Wallace, Charles Long- 
ley, R. B. Gaskarth, Ralph Graham 
J. D. Carmichael, T. Barwood, and 
R. Hall, secretary of the Electrical 
Service League of British Columbia 


Dealers of the Oregon territory 
served by the Portland General Elec- 
tric Company sold more than 1,000 
ranges and water heaters in the singl 
month of July. The record was made 
up of 696 ranges and 319 water heaters 
Connections in Portland showed an 87 
per cent increase over the same period 
a year ago, according to George Madi- 
son, dealer promotion manager. Out- 
side of Portland the increase was 
66 per cent. 


W. C. Mainwaring general sales 


manager of the British Columbia Elec- 
tric Railway Company, was recently 


re-elected vice president of the Cana- 


dian Electric Association. 


“Doll Houses” 


The salesmen in the picture above may remember their kid days with doll houses 
when they learn something about planning complete electric kitchens with the 


help of miniature units. 


They are taking the training course of the Youngstown 


Pressed Steel Kitchen Planning School. 
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Here is 


one good reason 


Here are the progressive 
manufacturers who have 
helped your sales by adver- 
tising in The American Home 
during the past year. 


Armstrong Products Corp. 
lroners 


Bendix Home Appliances, Inc. 
Bendix Home Laundry 

Chase Brass & Copper Co. 
Lighting Fixtures 

Chicago Flexible Shaft Co. 
Sunbeam Mixmaster 


Clements Mfg. Company 
Cadillac Vacuum Cleaner 


Cutler-Hammer, Inc. 
Malti-Breaker 


Edison G. E. A Seen Co., Inc. 
Hotpoint Electric Range, 
Hotpoint Electrasink 

Emerson Electric Mfg. Co. 
Ventilating Fan 

Frigidaire Div. of General Motors 
Sales Corp. 

Frigidaire Ranges & 
Refrigerators 

General Electric Co. 

Heating and Ventilating Equip- 
ment, Full Line; Sinks, House- 
hold Equipment, Refrigerators, 
Vacuum Cleaners, Edison and 
Mazda Lamps 


The General Time Instrument 


Corp. 
Seth Thomas Electric Clocks 


Hamilton Beach Company 
F Mixer 
Hoover Company 
Hoover Vacuum Cleaner 
Koffee Koil Sales Co. 
Coils for Coffee Makers 
Knapp-Monarch Company 
K-M Electrical Household and 
Health Appliances 
Landers, Frary & Clark 
Universal Automatic Bell 
Toasters 
Lydon-Bricher Co. 
Ventilating Fan 
McGraw Electric Co. 
Toastmaster Products 


Noblitt Sparks Industries Inc. 
Arvin Electric Fan-Forced 
Circulating Heaters 

Premier Div. Electric Vacuum 
Cleaner Co. 

Premier Electric Vacuum 
Cleaner 

R. C. A. Manufacturing Co., Inc. 
Radios, R.C.A. Victrola 
Radio-Phonograph 

A. E. Rittenhouse Co., Inc. 
Electric Door Chimes 

Silex Company 
Silex Coffee Maker 

Steem-Electric Corp. 
Steem-Electric Irons 

Warren Telechron Co. 
Warren Telechron Clocks 

Webster Electric Co. 

Oil Burner 


Westinghouse Elec. & Mfg. Co. 
Refrigerator 


cay Ho 10s 
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DEALER HELPS FROM THE MANUFACTURER 


Hotpoint have introduced a new 


Hotpoint lroner Visualized 


The most recent addition to Hotpoint 
home laundry promotional material is 
the new ironer visualizer, just announced 
by H. E. Warren, manager, Home Laun- 
dry Division. 

The new visualizer combines the func- 
tions of attractive 
value” information. 
the top of the ironer, and, when not in 
use, forms a colorful display piece. 

When the prospect enters the store, 
the retail salesman seats her at the 
ironer, on which the Visualizer rests. 
As he explains the features and ad- 
vantages of the ironer, he opens the 
Visualizer, piece by piece. Each section 


points out and amplifies the feature be- | 


ing discussed, lending drama and color 
to the straight sales story. When the 
Visualizer is entirely open, every Hot- 
point ironer feature is located and fully 
explained for the prospect, 
mained comfortably seated throughout 
the entire presentation. It is only a mat- 
ter of seconds to re-close the Visualizer, 
remove it, and open the ironer for an 
actual demonstration. 


Display Background 


(Gly momen wire 


A new display background for ironing 
machines is being made available to 
dealers by the lronrite Company. As 
can be seen by the picture it is ideal 
for demonstrations. 


1940 


“visualizer” 
brings the separate instructions for each operation. 


Altorfer Bros. Company 


Two interesting new dealer helps have 
been issued by Altorfer Bros. Company, 
Peoria, Ill. 

The first is a Laundry Cost Chart 
(Form A-672A). This handy chart in 
the form of a pull-up folder enables the 
ABC dealers’ salesmen to quickly com- 
pute for the prospect the cost of doing 
laundry outside the home for one week, 
one year, ten years and fourteen years. 
One side of the chart gives the cost of 
having the wet wash only done outside, 
the other gives the complete laundry 
costs outside the home. For instance, if 
the family is spending $3.50 a week on 
laundry outside the home, the chart 
sag aed shows that the yearly cost 

s $182—more than the price of a good 
el machine—and that the ten year 
total is $1,820 which will have been 
expended during the normal life’ of a 
washer. 

The second dealer help (form A-676A ) 
is a new gear case card, printed on 
Bristol board in two-colors, which helps 
the retail salesman point out to the 
prospect the exclusive features of the 
ABC “400” precision-built drive mechan- 
ism and the electrically-welded integral 
bracing cabinet construction. The card 
is in line with the demand of consumers 
to have more factual information on 


for the ironer. The revolving roll 


display and “use | 
It is made to fit 


who has re- | 


the products they buy. 


G-E Clock Unit 


Florence Material 


Florence Stove Co., Gardner, Mass., are 
equipping their dealers for the fall sell- 
ing season with complete new display 
material—all designed to tie the dealer's 
store into the national advertising. 


G-E's new “jewel tray" display which 
accommodates three occasional and one 
kitchen clock to help the dealer capi- 
talize on fall and holiday business. 


~ Proctor Iron Display Shows Complete Line 


PROCTOR IRONS 


| One of the most successful promotions ever used by the Proctor Electric Com- 
pany, Philadelphia, is a beautiful, grained wood finish display showing their 
entire line of automatic irons. 28" long x 17" high x 15" deep, the unit is 
compact enough to be used in window or on the counter. Action is provided 
in the form of an illuminated moving message devoted to the main product 
features. Cords of each are cleverly concealed by dropping them through cir- 
cular holes, drilled just for this purpose. Every dealer ordering the four irons 
receives the display unit free. 
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THE ON-COMING TIDE OF 
ALL-PORCELAIN REFRIGERATOR 


The bar chart above accurately illustrates 
the rapidly increasing sale of all-porcelain refrigerators —as 
reported by N EMA. The bars represent the percentage of 
total world sales of electric refrigerators commanded by the 
all-porcelain models. Note the fact that the percentage has 
more than doubled in four months. 


And note this significant fact: the greater portion of the all- 
porcelain sales are found in the 6-foot size. 


Talk all you wish about price or mechanical gadgets—an 
increasing percentage of the public in general demand 
quality. And for endurance, beauty, sanitation—for absolute 
immunity to moisture, odors, fading or household tempera- 
tures—porcelain enamel is QUALITY. 


And note this further fact: more and more appliance manv- 
facturers are using LUSTERLITE porcelain enamels because 
they know them to be the standard of the industry's excel- 
lence. LUSTERLITE porcelain enamels are uniform in quality 
and dependability. LUSTERLITE porcelain enamel makes your 
selling easier. Everyone—manufacturer, retailer, and cus- 
tomer—can depend on LUSTERLITE . . . made by 


CHICAGO VITREOUS ENAMEL PRODUCT CO. 
CICERO + ILLINOIS 


USTERLITE ENAMELS. 
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NEW BOOKLETS 
ISSUED BY 
MANUFACTURERS 


NATIONAL LIVESTOCK AND MEAT 
BOARD 


“A Treasury of Meat Recipes” 
been published by the National Livesteg 
and Meat Board, 407 So. Dearborn § 
Chicago, Ill., which should be of inter 
to home economists and all engaged 
the sale of electric ranges and roaster 


SAMSON-UNITED CORPORATION 


A new 1940 catalog of the entire Sam 
son United line of heating appliane 
fans and mixers has been issued recent 
according to John Larmer, advertis 
manager of the company which is 
Rochester, N. Y. The catalog is ill 
trated profusely with photographs a 
drawings in color and contains comple 
descriptions and price lists of the line 


REMINGTON SHAVER 


A new colorful broadside has been; 
sued by the General Shaver Divisi 
Remington-Rand, Inc., which deserik 
their new models and describes the af 
vertising, window and store display hel 
available to dealers. 


KNAPP-MONARCH 


A. S. Knapp, president of the progres 
ive Knapp-Monarch Company, thinks it 
time for the minor appliance to take j 
rightful place in the attention of th 
industry, the retail merchant, and t 
general public. 

Accordingly, Mr. Knapp has written 
thirty-two page booklet, “A New Wa 
To Sell.” Designed for retail merchar 
and their salesmen, it is packed wit 
practical, workable selling suggestion 
advice on store and window display 
ways to build consistent monthly volun 
at healthy profit. Profusely illustrated 
this inteligent little volume is availal 
without charge to all merchants writir 


porcelain 
to Knapp-Monarch Company, St. Lou 
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GENERAL ELECTRIC AIR 


—or 
CONDITIONING hours—OF 
cad over th 
Complete instructions for the selec ver faze | 
tion of direct-expansion cooling 


needed to meet the full range of summe 
air conditioning requirements are co 
tained in a new 36-page booklet 
available from the air conditioning 2 
commercial refrigeration departmen! 
General Electric Company, Bloomfield 


aX. 


hut porcel 
You *d have 
if you did. 


A new 56-page booklet entitled “L 
Cost, Dependable Condensing Units” | 
just been released by the air conditionin 
and commercial refrigeration  depat 
ment, General Electric Co., 
N. 

The new booklet describes 
units from 5 to 60 h.p. for both refr 
eration and air conditioning installation 
Prepared especially for engineers, ar 
tects and contractors, the booklet ! 
largely devoted to performance 4 
application data, compressor accesso’ 
instructions for capacity modula 
multiple unit operation, and other eng 
neering information needed in the desiz 
of large-scale refrigeration and air 
ditioning systems. A copy will be s@ 
on request. 


WESTINGHOUSE 


The new 64- page September, 1940 
tion of the popular “Quick Sel ector 
catalog has just been announced | 
Westinghouse Electric and Manufac 
ing Company. This is the second 7 
edition of this new handy catalog t 
“se found such wide favor with us 

‘ause of its easy reading style t 
simplifies selection of the correct ¢é 
tric -al equipment for any motor, lightim 
or feeder circuit. 
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own conclusions. 


SELL HER THE ALL-PORCELAIN APPLIANCE 


“The prospect with a flock of kids and a small income has got to practice 
vead over the ey for re a economy. That means spending dollars where they will return the 


Sele never ih on’t try greatest value. And that means the all-porcelain enameled appliance. 
godness SAK> 

imme stunts oF anything 


ame}. 
in co. 
orcela 
have ruined fir 

ou 


if you did. 


“You'd perhaps be surprised, son, to know how porcelain-minded many 
people have recently become. That’s because practically every house- 
wife (regardless of income bracket) either has, or knows a neighbor who 
has, an all-porcelain refrigerator, range, washer or table-top, and 
thoroughly appreciates its amazing durability. Also—these same women 
is; that’s POF know the shabby appearance of synthetic finished appliances perhaps 

, -elai only half as old. And that in itself makes for greater appreciation of 
porcelain enamel. 


pid you eve 


y labels ar 


finish. fot “For true economy and unending durability, sell the all-porcelain 
pee harm appliance. Porcelain enamel is absolutely immune to such things as live 
wi 


clean lustre. cigarettes or cigars, moisture, odors, or ordinary household abuse. It 
can’t fade or discolor because porcelain enamel is a mineral substance 
fused on special quality iron or steel. That’s why it is so durable. And 


poo 
Success base remember, son, porcelain enamel usually carries a higher mark-up.” 


founded PORCELAIN ENAMEL INSTITUTE, Inc. 


salified oo 612 North Michigan Avenue « Chicago, Illinois 
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New SELF-STARTING 


ABY BEN 


ELECTRIC 


Baby Ben Electric—self-starting— 
is a youngster in the Westclox fam- 


ily, but he’s a sensation already. 
And no wonder! Here’s big value 
in a small alarm clock—stands only 
4 inches high. Handsomely de- 
signed. Beautiful ivory finish with 
gold color trim. Current interrup- 
tion signal. Cheerful gong alarm. 


Retails 


MANOR self-starting electric 
wall clock has rapid turn-over. 
Comes in choice of four hand- 
some color combinations. Re- 
tails for $3.50. 


finish, plain d 


WESTCLOX 
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BACHELOR self-starting elec- 
tric alarm. Blue, black or ivory 
ial, retails at 
$3.95; ivory finish with lumi- with 
nous dial, retails for $4.95. 


Big Ben Electric, head of the 
Westclox family, is the leader of a 
complete line of sparkling electric 
clocks, time clocks, wall clocks, 
alarm clocks, retailing from $2.50 
to $6.95. Only afeware shown here. 
Order from your wholesaler today. 
Westclox, LaSalle-Peru, Ill. Division 
of General Time Instruments Corp. 


BIG BEN 
ELECTRIC 
SELF-STARTING 


Big Ben Electric Chime 
Alarm is beautifully 
streamlined. Has current 
interruption signal, 2- 
voice gong alarm for 
light and heavy sleepers, 
“nrst he whispers, then 
he shouts.”’ No other 
alarm clock has the name, 
the acceptance that Big 
Ben enjoys. Don’t fail to 
stock this fast selling 
electric clock! Black or 
ivory iinish, $4.95 retail. 
Luminous dial a dollar 
more. 


y finish 


COUNTRY CLUB electric 
alarm with dial, re- 
tails for Maroon finish 
gO trim, plain 
dial, retails for $2.50. 


Makers of Big Ben and his family of spring-wound clocks, electric 
clocks, wrist and pocket watches... 


priced from $1.25 to $6.95. 


STATISTICAL BAROMETER 


A DIGEST OF FIGURES INDICATING THE 
PROGRESS OF ELECTRICAL APPLIANCE SALES 


compiled by Marguerite Cook 


Market Analysis Department 
Electrical Merchandisi 


WASHERS 


Surpassed only by the two months of 
March 1939 and March 1940, the August 
1940 volume of household electric wash- 
ing machines, totalling 139,364 units, 
topped all previous monthly records since 
May 1937. Contrasted with correspond- 
ing sales of last year, the August volume 
shows an over-all unit increase of 13.15%, 
with rises in the various price groups as 
follows: 17.85% in the $70-and-Over 
models, 10.51% in the $50-$69.99 group, 
and 29.74% in the $40-$49.99 group. The 
one price category failing to achieve an 
increase was the “Below $40” models, 
which fell 30.56% from similar sales of 
August 1939. Aside from the decrease 
in volume of the cheaper models, further 
evidence that the consumer is continuing 
to purchase in higher price levels is seen 
in the fact that the average paid for the 
$70-and-Over models was $103.07 this 
August compared with $101.99 in August 
1939. 

On an eight months’ comparison basis, 
the January-August 1940 unit volume is 
in excess of last year by 8.71%, while the 
dollar income, at retail value, is ahead by 
12.53%. Average prices, $70.70 for 1940 
versus $68. 30 for 1939. 

A review of the eight months’ volume 
by price classifications and average prices 
reveals the following changes for 1940 
over 1939: a gain of 17.22% in the $70- 
and-Over models, with average prices 
$106.25 (1940) versus $102.01, and a gain 
of 29.77% in the $40-$49.99 group at 
average 1940 price of $47.71 versus 
$47.24. Although both the “Below $40” 
and the $50-$69.99 models show respective 
unit losses of 6.01% and 1.53%, average 
prices in both instances were consider- 
ably higher than a year ago—the former 
group selling for $38.39 compared with 
$36.13, and the latter selling for $63.69 
compared with $62.68. Following esti- 
mates of industry sales come from the 
\merican Washer and Ironer Manufac- 


turers’ Association: 

August 1940........ .. 139,364 washers 
Auqust 1939........... 123,167 washers 
8 Mos. 1940........... 975.778 washers 
897 584 washers 
Saturation, January 1940 — 14,579,000 
homes, or 59.6% of total wired homes. 


Washer Sales — By Price Classifications 


Average 
Retail % to 


Units Price Total 
Below $40.00 
8 Mos. 1940... 60.645 $38.39 6.21 
8 Mos 1939... 64,523 $36.13 7.19 
$40-$49.99 
8 Mos. 1940...210.245. $47.71 21.55 
8 Mos. 1939...162,016 $47.24 18.05 
$50-$69,99 
8 Mos. 1940...429,123 $63.69 43.98 
8 Mos. 1939...435,792 $62.68 48.55 
$70- and Over 
8 Mos. 1940...275,765 $106.25 28.26 
8 Mos. 1939...235,253 $102.01 26.21 
Total 
8 Mos. 1940...975,778 $70.70 100% 
8 Mos. 1939...897,584 $68.30 100% 
v 


GAS ENGINE WASHERS 


In August, as in all months of 1940 but 
April, gas engine washer sales dropped 
from comparable sales of 1939. The per- 
centage of unit loss being 6.75%, exactly 
the same as for July, the loss for the 
eight months’ period has extended to 
10.18% under corresponding sales of last 
year. Prices, too, were lower in August 
1940 than a year ago, the average falling 
from $88.01 to $85.63. 

On an eight months’ comparative basis, 
the 1940 picture presents a unit loss of 
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10.18%, a dollar value loss of 9.54%, and 
average prices $88.10 in 1940 against 
$87.48 in 1939. 


August 1940........ 8,514 gas washers 
August 1939........ 9,130 gas washers 
8 Mos. 1940........ 66,098 gas washers 
v 
IRONERS 


Exceeding all monthly records of the 
past 35 months, the August 1940 volume 
of household electric ironers amounted to 
13,848 units. While this represented a 
unit increase of 14.00% over correspond- 
ing sales of last year, the fact that 49.49% 
of the August 1940 volume was done in 
the Below $30 models, compared wit! 
27.35% a year ago, lowered the average 
price from $66.70 to $58.57. Thus, a 
though the unit increase for August 
amounted to 14%, the dollar income to 
manufacturers, at retail prices, was but 
11% ahead. 

For the eight months’ period, according 
to further data compiled by the American 
Washer and Ironer Manufacturers’ As- 
sociation, ironer sales reflect an overall 
unit increase of 8.90%, with the retail 
dollar volume up 2.45%, and average 
prices $65.22 in 1940 versus $69.33 in 
1939, 

Among the various price groups, the 
$50-$79.99 ironer has dropped 28% from 
last year in unit sales of the eight months’ 
period, while all other price groups have 
made the following gains: 41.13% in the 
Below-$30 models, 77.31% in the $30- 
$49.99 models, and 5.94% ‘in the $80-and- 
Over ironers. 


August 1940......... 13,848 ironers 
12,147 troners 
81,780 troners 
Saturation, January 1940 — 1,552,00 
homes, or 6.3% of total wired homes. 


Ironer Sales, by Price Classifications 


Average 
Retail % to 
Units Price Total 
Below $30.00 
8 Mos. 1940... 29.575 $27.73 33.21 
8 Mos. 1939... 20,956 $25.98 25.62 
$30-$49.99 
8 Mos. 1940.. 8,926 $41.56 10.02 
8 Mos. 1939... 5,034 $39.11 6.16 
$50-879,99 
8 Mos. 1940... 18.128 $68.67 20.35 
8 Mos. 1939... 25,177 $67.23 30.79 
$80-and-Over 
8 Mos. 1940... 32,432 $103.99 36.42 
8 Mos. 1939... 30,613 $105.92 37.43 
Total 
8 Mos. 1940... 89.061 $65.22 100% 
8 Mos. 1939... 81,780 $69.33 100° 
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VACUUM CLEANERS 


Consistent with the trend of the past 
nineteen months, floor cleaner sales 
progressed upward in August, advancing 
18.14% over August 1939 and swelling 
the eight months’ cumulative to 922,164 
floor models, or 32.36% above comparable 
sales of last year. This performance also 
represents a gain of 3.18% over January- 
August 1937, the previous high period ©! 
the vacuum cleaner industry. 

With hand cleaners, the gain of 3.50% 
for August 1940 over August 1939 set 
the eight months’ volume at 214,374 units, 
or 17.25% above the same period of last 
year. Compared with January-Avgust 
1937, however, the 1940 volume was 
down 29.87%. Following estimates 0° 1 
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dustry sales come from the Vacuum 
Cleaner Manufacturers’ Association : 


August 1940... 87,820 floor cleaners & 

23,047 hand cleaners 

74,333 floor cleaners & 

22,268 hand cleaners 

. 922,164 floor cleaners & 
214,374 hand cleaners 

8 Mos. 1939... 696,705 floor cleaners & 

182,838 hand cleaners 


Saturation, January 1940 — 11,834,600 
homes, or 48.4% of total wired homes. 


August 1939... 


8 Mos. 1940.. 


v 


RANGES 


The August 1940 volume of 29,128 
jousehold electric ranges sold by the 
NEMA range membership represents a 
gain of 18:36% and 4,518 ranges over 
the August 1939 volume, as well as an 
increase of 12.03% and 3,128 ranges over 
August 1937. 

Thus the cumulative volume for the 
eight months’ period totals 287,484 ranges 
—which is 33.99% higher than cor- 
responding sales of 1939, 55.77% higher 
than 1938, and 1.21% higher than 1937. 


August 1940........ .. 29,128 ranges 
24,610 ranges 
287,484 ranges 
214,563 ranges 
Saturation, January 1940 — 2,510,000 


iomes, or 6.3% of total wired homes. 
v 


WATER HEATERS 


A volume of 6,966 household electric- 
ally operated water heaters (storage 
type) sold by the Nema membership 
in August constituted a lead of 11.24% 
over the comparable volume of 1939. The 
eight months’ cumulative shows 1940 with 
a volume of 73,194 water heaters, or 
20.25% more than the 1939 sales of 
60,869 water heaters. 


August 1940...... 6,966 water heaters 
August 1939...:.. 6,262 water heaters 
8 Mos. 1940...... 73,194 water heaters 
8 Mos. 1939...... 60,869 water heaters 
Saturation, January 1940 — 750,000 


homes, or 3.1% of total wired homes. 
v 
ROASTERS 


A loss of 8.07% in unit sales of house- 
hold electric roasters was reported for 
August 1940 versus August 1939 by the 
NEMA roaster membership. It was also 
noted from the NEMA figures that not 
only were August prices lower for each 
of the three sizes, but for the first time 
since May 1939 there was an increase of 
jusiness in the small sized 7-to-10 quart 
models. Thus, with these factors con- 
tributing to a lower dollar volume, aver- 
age prices for the month fell to $11.57 
(mirs. value) from $12.46 in August 
While the dollar volume declined 

_oumilarly, for the eight months’ period, 
140 prices are lower in all instances— 
the average for the 7-10 quart size down 
to $7.93 from $8.46; the 11-15 quart 
models averaging $9.72 in 1940 against 
$11.04; and the Over-15-quart size $11.56 
in 1940 versus $12.24. As a result, the 
dollar yolume to manufacturers stands 


471% under 1939, though the unit de- 
cline is off but a fractional .79%. 

By sizes of models, the eight months’ 
volume shows the Over-15-quart models 
taking 90.84% of the 1940 volume, the 
11-15 quart size 2.69%, and the 7-10 
luart size 6.47%. In 1939 the comparative 
volume divided as follows: Over-15-quart, 
82.53% ; 11-15 quart, 6.13%: and the 
7-10 quart, 11.34%. 


August 1940........... 


20,902 roasters 


dugust 1939........... 22736 roasters 
8 Mos. 1940........ . 109,914 roasters 
110,789 roasters 
Saturation, January 1940 — _ 1,000,000 


lomes, or 4.1% of total wired homes. 


Roaster Sales, by Sizes of Models 


8 Mos. 8Mos. % 

apacity 1940 1939 Change 
7-10 qts. 7,109 12,563 —43.41 
11-15 qts. 2,961 6,794 —56.42 

Over 15 qts. 99,844 91,432 + 9.20 


Total Units 109,914 110,789 — .79 
Mfrs.’ Value $1,239,472 $1,300,672 — 4.71 


v 


BROILERS 


The following figures, taken from data 
furnished by the NEMA roaster mem- 
bership, shows monthly sales of electric 
broilers (all types) for the eight months 
of 1940 compared with the same period 
of 1939: 


1940 1939 

8,370 8888 
5,268 6,366 
4,112 4,682 


55,184 60,165 
Aver. Price 


(Mfrs.’ Value) ....... $2.19 $2.27 


REFRIGERATORS 


Advancing 117.89% ahead of the 1939 
comparative and exceeding all previous 
records for the month, August 1940 sales 
amounted to 206,418 household electric 
refrigerators. Thus, with the eight 
months’ cumulative totaling 2,323,099 
units, the refrigerator industry has prac- 
tically equalled the full volume of the 
highest year on record—1937—when ship- 
ments totaled 2,369,026 refrigerators. 
Following are estimates of industry sales 
compiled by the Edison Electric Institute 
on the basis of shipments by NEMA 
members. 


August 1940..... 206,418 refrigerators 
August 1939..... 94,734 refrigerators 
8 Mos. 1940..... 2,323,099 refrigerators 


8 Mos. 1939..... 1,673,206 refrigerators 


Saturation, January 1940 — 13,701,000 
homes, or 56.0% of total wired homes. 

By sizes of boxes, the 8 months 1940- 
1939 comparison report of NEMA shows 
a gain of 90.17% in the 66.99 cu. ft. 
sized models, together with a gain of 
78.81% in the 8 cu. ft.-and-over sizes. As 
the year now stands, the 6-6,99 cu. ft. 
models account for 79.72% of the 1940 
total, compared with 58.27% in the cor- 
responding 8 months of 1939. 

It is also noted from the NEMA re- 
port that 95.28% of the 8 months 1940 
volume constitutes lacquer finish models 
compared with 4.72% porcelain finish. 
In 1939 the corresponding ratio was 
92.25% lacquer, and 7.75% porcelain. 


v 


STOKERS 


Based on figures supplied to the De- 
partment of Commerce by over 100 stoker 
manufacturers, whose output is said to 
account for 95% of the industry’s total, 
sales of residential stokers (class 1) are 
reported to be 56.67% ahead of 1939 for 
the first seven months of the year. Small 
apartment house stokers (class 2) are up 
18.82%, while the larger apartment house 
or small commercial jobs are down 8.47%. 


Class1 Class2 Class 3 
Jan. 1940.... 3,375 366 190 
Feb. 1940.... 2,886 254 167 
Mar. 1940.... 3,673 245 181 
Apr. 1940.... 5,830 228 147 
May 1940.... 7,698 331 225 
June 1940.... 9,124 351 294 


July 1940.... 15,384 715 460 
7 Mos. 1940.. 48,893*  2,507* 1,664 
7 Mos. 1939.. 31,208 2,110 1,818 


* Contain revisions for 2 mfrs. not shown in 
monthly figures. 
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“What's different 


about selling G-E 


from any other brand?” 


Listen to Louis S. Doherty and Ruffin G. Stirling 
of Doherty-Stirling, Inc., successful G-E Dealers 
in Baton Rouge, La. They tell you the difference. 


RUFFIN G. STIRLING 


(Reading time—2' minutes) 


“Prospects half sold right off the bat! 


“Prospects know G-E. So we're sellin 
to folks who like to own things with 
the G-E reputation. 

“When we tell them about the engi- 
neering and research that went into 
making the finest refrigeration and cool- 
ing and heating equipment—‘t registers. 


“Couldn't ask for a better 
dealer set-up 


“When we took on G-E the distributor 
and ee moved right in and 
helped organize our business to go 
places. We got special training in sell- 
ing. Engineering. Installing and servic- 
ing. Display and literature the best 
we've ever seen. Local newspaper ad- 
vertising over our own name. Direct 
mail campaigns. National and trade ad- 
vertising. 


“Complete line means year ‘round 


sales and profits 


“G-E offers us something to sell every 
prospect. All three lines keep us busy all 
year long. And we figure on making sales 
...and profits...every month in the year. 


Commercial Refrigeration 


LOUIS DOHERTY 


“The company is smart in 
advertising ‘turn to G-E’ 


“Because, whatever ple want we can 
a them G-E products to do a super- 

ne job. Commercial Refrigeration for ex- 
ample Water coolers and beverage cool- 
ers. Walk-in and reach-in cabinets. And 
Condensing units. There’s a healthy re- 
placement market. Then there’s G-E 
Packaged Air Conditioning for cooling 
one or more rooms. Larger units for 
stores and restaurants. And Automatic 
Heating. Gas or oil. Radiator or warm air. 


“Many other advantages 


“Having a distributor and a representa- 
tive handy all the time is one. When we 
get stuck ona tough selling or technical 
a minimum stock that 

eeps overhead down is still another 
advantage. And it’s good business having 
the entire G-E organization behind us!” 


GENERAL @ ELECTRIC 


You can be a G-E Dealer if you can fill cer- 
tain requirements. For year ‘round profits, 
fill in and mail the coupon today. 


GENERAL ELECTRIC CO. 
Division 199-523, Bloomfield, N.J. 


I want all details on the G-E 
Dealership for my territory. 


Name 


Street 


City 


State 
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Five-Foot Shop 


J. A. Suilivan, manager of appliance 
sales in the Westinghouse Appliance De- 
partment, is shown above with the "Five- 
Foot shop,” a merchandise display of- 
fered to dealers with an initial $100 
appliance order, 


G.-E. AWARDS FAN 
CONTEST PRIZES 


BRIDGEPORT, CONN. —Back be- 
fore the buds began to burst the fan 
sales section of General Electric devised 
a spur which would encourage sales ef- 
fort all along the line. G-E fan man- 
agers called their idea an “early bird 
campaign” and its object was to sign 
up as many fan dealers as possible long 
before the steam began to rise from city 
pavements. Prizes were offered to the 
leading district appliance sales manager 
and fan specialist in the country, to the 
three best distributors’ salesmen, and to 
the leading distributorship in each dis- 
trict. Those prizes, just awarded, con- 
sisted of 19 gold-plated General Electric 
quiet fans; that is, everything visible was 
gold-plated except the fan blades. Be- 
ing aluminum, they had to be content 
with bronze instead. The winners were: 

Zest three distributor salesmen: G. 
H. Hartman, Jr., of Raub Supply Co., 
Lancaster, Pa.; A. W. Pigue, of Gray- 
bar Electric Co., Cincinnati; H. G. 
a8 of Mill Power Supply, Charlotte, 


Best district manager of General Elec- 

tric: T. B. Allen, of Minneapolis; best 
G-E fan specialist, D. C. McCune, of 
the same office. 
_Best distributorships: Dakota Electric 
supply Co., Fargo, N. D.; Graybar 
Electric Co., Atlanta, Ga.; Perry-Mann 
Electric Co., Columbia, S. C.; Joseph 
Kurzon Inc., New York City; Raub 
Supply Co., Lancaster, Pa.; Advance 
Electric Co., Terre Haute, Ind.; Crescent 
Electric Supply Co., Dubuque, Ia.; and 
the General Electric Supply Corp. 
branches in Rochester, N. Y., Hartford, 
Conn., Cleveland, Ohio, New York City, 
Nashville, Tenn., St. Louis, Mo., and 
Dallas, Texas. 


Crosley Sales Make Big 
Gain in August 


CINCINNATI—Sales of Crosley Shel- 
vador electric refrigerators during the 
month of August increased 229.6 per- 
cent over the sales for the corresponding 
month in 1939, Robert I. Petrie, vice- 
President and general salesmanager of 
The Crosley Corporation, reported re- 
ently 

_Mr. Petrie also reported that sales of 
Crosley radios in the same period had 
Imcreased 164.3 percent over those dur- 
ing the month of August, 1939. 


“ANTI-BULB SNATCHER" 
CAMPAIGN IN IDAHO 


BOISE, IDA.—Two fall liehting cam- 
paigns are engaging the attention of 
Idaho Power Company employees in their 
snare moments. An “Anti-Bulb Snatchers 
Campaign” is an all-employee drive 
planned to cover the period from Septem- 
ber 2 to October 24, with a 74 million 
watt quota. Meter readers, serv:ce men, 
cashiers and other employees are offered 
commissions and special prize awards for 
all lamp orders taken. The lamps are 
sold in cartons, the employee securing the 
order, delivery to be made later, with the 
lamps charged on the next electric bill. 
District offices have featured window and 
store displays, keeping lamns within easy 
reach of the customer, preferably as near 
the cashier's windows as possible. All 
cashiers ask each customer for a lamp 
order and other cards are available in 
all parts of the store. 

A “Lights-Up” campaign, runnirs from 
Se tember 2 through December 24 sets a 
quota of 1,400 floor lamps, 300 desk and 
table lamps, 1,500 other types and 100 
yard lights as a quota for the entire sys- 
tem of the Idaho Power Company. Com- 
missions are offered to all employees for 
sales of lamps meeting the required speci- 
fications. Fifteen cash prizes go to home 
service girls and salesmen making the 
highest record. To qualify, home service 
girls must carry out their regular schedule 
of 160 customer calls during each section 
of the campaign, of which 80 must be 
“first calls”, including a full discussion 
of the customer’s present use of elec- 
tricity, reasons for not discontinuing 
present load, increased use possibilities 
and the company’s institutional story. 
Residential and farm salesmen, except 
those on the floor, must make a minimum 
of 80 customer coverage calls during each 
section of the campaign in order to 
qualify for bonus commissions, News- 
paper, radio and billboard advertising are 
used to supplement the story told in 
personal contacts. 


FRIGIDAIRE OPENS 
ALBANY, N. Y., BRANCH 


Drops Graybar 


DAYTON, OHIO—Severing associa- 
tion with Graybar Electric Company, Al- 
bany, New York, which for the past five 
years has served as distributor for its 
products in that territory, Frigidaire, has 
announced the establishment of its own 
district office in Albany. Manager of the 
office will be J. S. Morgan, who has been 
with Frigidaire, in various capacities, 
si..ce 1931. The new headquarters will 
be retained in the Graybar building tem- 
porarily. 

In announcing retirement of Graybar 
Electric as a Frigidaire distributor, 
Frigidaire states that this action was 
taken through mutual agreement of both 
parties. 

Taking over Graybar distribution of 
its products, Frigidaire will serve, with 
the company operated office, a part of 
New York state, a portion of Massa- 
chusetts and New Hampshire and all of 
Vermont. 


War Marriages to Boost 
Appliance Business 


WASHINGTON, D. C.—Because the 
starting of a home is a boost to the 
appliance business, the rapid increase in 
marriages due to the Burke-Wadsworth 
bill, drafting young men, is likely to 
prove a stimulant to business that should 
not be overlooked. 

From 20 to 50 per cent increases 
have been recorded. July 1940 saw a 
doubling of the number that took out 
marriage licenses in 1939. Milwaukee 
saw a jump of almost 100 per cent and 
similar reports were turned in from New 
York, San Francisco, Cincinnati, Los 
Angeles and Boston. 
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KitchenAid Electric Household Mixers 
get their high power from trouble-free 


BLACK & DECKER MOTORS 


It’s easy to understand KitchenAid’s position as one of America’s 
foremost Household Food Mixers. One reason is its exclusive 
“Thoro-Mix” action—in which the beater is carried around the 
bowl in one direction while turning on its axis in the other. 


Another reason is the rugged Black & Decker motor, with plenty 
of reserve power, which drives the “Thoro-Mix” action through 
stiff cookie dough as easily as through egg whites. Sturdy 
steel gears apply this high power direct—from the Black & Decker 
motor to both the beater and the many labor-saving KitchenAid 
attachments, which are slipped directly on the hub. 


An electrical governor assures ample, steady power at all 10 motor 
speeds—which means that no power adapter is needed for Kitchen- 
Aid to perform every whipping, beating, stirring, kneading, slicing 
or chopping operation required in the household kitchen. 


The Black & Decker Electric Company is America’s most ex- 
perienced specialist in the design and manufacture of complete 
motors or series parts for vacuum cleaners and many other univer- 
sal motored appliances. The cooperation of our engineers is at 
the disposal of manufacturers who may be interested in the 
application of universal motors to the improvement of their 
products. 


THE BLACK & DECKER ELECTRIC CO., KENT, OHIO 


Specialists in the Design and Application of 
UNIVERSAL 
MOTORS 
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RANGE UNITS 


100 


Put punch into your sales story. Read “HOW TO SELL MORE COOKING ST 
RANGES.” Write for a copy, on your business letterhead. 


EDWIN L. WIEGAND COMPANY, 7525 Thomas Blvd., Pittsburgh, Pa. 
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Marvin Joffee, Sherwin Furniture Company, 
Newark, N. J.; Sidney A. Joffee, Buyer, Radio 
and Major Appliance Department, Sachs 
Quality Furniture, Bronx, N. Y. 


Rex Cole and Frederick W. Beck, suburban 
wholesale sales manager, Rex Cole, Inc. 


Mr. and Mrs. Edgar A. Pop- 
per, Popper Electric Co., 
Wappingers Falls, N. Y., en- 
joy the sunshine. 


Harold C. Caspers, city wholesale Dominick 
sales manager, Rex Cole, Inc.; 
Louis Le Winter, Le Winter's 


Radio Stores, Inc., Brooklyn, N. Y. 


had a 


Robert Stevenson, vice-pres.-gen. mgr., Rex Cole, 
Inc.; A. Glenn Chaffer, sales manager, Home 
laundry Equipment Section, General Electric; 
Frederick W. Beck, suburban wholesale sales 
manager, Rex Cole, Inc.; Paul E. Yergens, sales 
Promotion Representative, General Electric. 


Franco, 
Franco, Inc., New York, N. Y., 


camera man at the party. 


Mr. & Mrs. James Josephs, J. Josephs Sons 
Co., Inc., Brooklyn, N. Y.; Ralph Williams, 
J. E. Hardee Company, Jamaica, N. Y.; 
Felix A. Jamrozy, Maspeth Melody Shop. 


Mrs. Veronica Crowley, Miss Julia Mandel 
and Theodore Friedlander, Utility Appliances, 
Inc., Bronx, N. Y., unleash big smiles in 
the direction of the camera. 


Mr. and Mrs. Harry Gold- Gustave H. 
stein, Harry Goldstein & Appel, Appel's, 
Sons, Eastport, N. Y., Inc., Norwalk, 
pause for their picture. Conn, 


REX COLE Party 


...and over 100 Dealers and Their Wives Celebrate a 50 
per cent Increase in Washer and lroner Business dur- 
ing July and August which Their Efforts Made Possible 


(All photos by E. H. Campbell, advertising and sales promotion manager, Rex Cole, Inc., N. Y.) 


Joseph Settineri, R. Settineri & Son, Brooklyn, 
N. Y.; Louis Pokross, Bensonhurst Home Appli- 
ance Co., Inc., Brooklyn, N. Y.; 1. George Bloom, 
All Service Appliances, Brooklyn, N. Y. 


Dominick 


smile for the 
game of ping-pong. 


David Rosenblum, Abraham & Straus, Inc., Brook- 
lyn, N. Y.; Mrs. Robert Gidseg, Jamaica Stove 
Supply Co., Inc., Jamaica, N. Y.; Louis Pokross, 
Bensonhurst Home Appliance Co., Inc., Brook- 
lyn, N. Y.; Mrs. James Josephs, J. Josephs Sons 
Co., Inc., Brooklyn, N. Y. 


Robert A. Graves, Electric Range 
and Water Heater Section, Gen- man, 
eral Electric, gets in a strenuous 


Jacob Malkin, 
Brooklyn, N. Y., 
picked the totem 
pole as a pal. 


Mr. and Mrs. David A. Roth- 
Rothman's Department 
Store, Southold, N. Y. 


Michael Del Vecchio, Dell's, 
Inc., Bridgeport, Conn., did 
a little quiet reading in the York, N. 
sunshine at Totem Lodge. 


Max A. Freeman, dealer principal, Mr. 
and Benjamin Kushell, salesman, 
Public Service Gas 
Appliance Co., Inc., Bronx, N. Y. 


Bernard Hymowitz, Best Mr. 
Housekeeping Company, New Ideal 
Peter Pober, 
Brooklyn, N. Y., 


and Mrs. Joseph H. 
Lederer, Joseph H. Lederer, 
Inc., Bridgeport, Conn., seem 
to enjoy the party. 


& Electric 


Peter Pober, Brooklyn, N. Y.; Jacob Malkin, 
Brooklyn, N. Y.; Bernard Hymowitz, Best 
Housekeeping Company, New York, N. Y.; 
John Mascetti, Long Island City, N. Y. 


& Mrs. John Korinek, 
Home Service,  Inc., 
Long Island, N. Y., take life 


look pretty easy in the sun. 


comfortable to us. 


F 
| 
— 


Housewives Are 
Demanding The 


ne(\\inule 


One Minute dealers are selling 
more One Minute Washers, Ironers 
and Drain Tubs each month. Each 
month production reaches a new 
high in our busy plant. 

Here is a complete line of home 
laundry equipment—five modern, 
streamlined Washer Models — Cab- 
inet and Portable Model Electric 
Ironers — single and double Drain 
Tubs—all bracketed in the popular 
price range. 

Join the One Minute dealer family 
and enjoy a new thrill of profit and 
satisfaction. 


Write or wire today for the popular 
One Minute Dealer Profit Plan. 


One Minute Washer Co. 


Washer Craftsmen Since 1898 
Division of Midwest Metal Stamping Co. 


KELLOGG, IOWA 
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Easy Announces New Promotion and National 
Advertising Program at Syracuse Convention 


SYRACUSE, N. Y.—“Buy the Best and 


Still Get the Best Buy” is the slogan 
announced for the Easy washer 1941 
program by Barney Finn, advertising 


manager, at Syrac use, 

\s he put it, Easy’s platform this year 
to get the vote of washer purchasers is 
designed like a political platform. In 
his words, ‘to appeal to all the people, 
Easy is going after the white collar vote, 
the labor vote, the farm vote, and every- 
body else’s vote.” 

Following this program they have de- 
veloped a complete platform for their 
distributors and dealers. This includes 
practically every kind of sales ammuni- 
tion. They have wall charts for custom- 
ers and salesmen as well; new display 
pieces—one big panel which dealers can 
obtain in multiple and put together for 
any size display. Banners for store dec- 
oration, and a cut-out display baptized 
“Spiralator Suzy,” which fits in with the 
washer for both store and window mer- 
chandising. Big and small Feature Cards 
for window use and through the store 
in sets of six, are also provided. 

Biggest interest was divided between 
the new National advertising program 
and the newspaper advertising program. 
Back of the newspaper advertising pro- 
gram is a highly effective research con- 
ducted by Easy’s Agency. Batten, Bar- 
ton, Durstine and Osborn, Inc. The 
agency and the advertising department of 
Easy have developed this campaign and 
based it on an analysis of newspaper 
washer advertisements. Recently BBDO 
made an analysis for one month of all 
the washer advertisements published in 
newspapers in the United States. The 
result was what might have been ex- 
pected. Nearly every one featured a cut 
price machine or a special sale with some 
kind of a price inducement. Nearly every 
one showed used machines only for illus- 
trations. There was little human inter- 
est appeal to the advertising, and worst 
of all, there was nothing in it to create 
the feeling on the part of anyone that the 
washing machine manufacturer had 
something new and exciting to offer. In 
short, most of them said in almost so 
many words, “if you need a washer we 
have one and we are cutting the price. 

The first part of the presentation was 
devoted to a new newspaper service for 
Easy in which was cited a recent con- 
tinuing newspaper readership study by 
the Advertising Research Foundation 
which had brought out the fact that 
among the most interesting parts of a 
newspaper's editorial content are the car- 


October 12 and 13. 


J. C. Nelson, Easy president, congratulates J. W. Yonts, divisional sales manager 
of the Ohio division on earning Easy's sales manager trophy for achieving highest 


percentage of quota. 


toons, the human interest stories, the 
photographs and the striking news events. 

This study also shows that readership 
is not entirely a matter of position in 
the newspaper but very largely a matter 
of whether or not the subject is inter- 
esting. 

Out of this, was evolved a newspaper 
service for Easy in which there are a 
series of advertisements which catch the 
reader's interest with cartoons, other se- 
ries which open with human interest pic- 
tures, others which open with testimonials 
where people describe their own experi- 
ence, and still others which open with 
what the retailer might call a “socko” 
or smash appeal. Back of these advertise- 
ments is strong selling on the models. 
They are also offered in campaigns to 
provide continuity in dealer advertising. 
In addition, they are offered in the size 
which gets best position. A study of 
900 advertisements showed that some 
shapes uniformly get better position than 
others. 

Finally, the service contains a quick 
summary of all the things essential to 
create a newspaper campaign with sep- 
arate illustrations, headlines, price cuts 


Toastmaster held an annual sales conference recently at which new models, sales 
and advertising plans for the fall and holiday season were announced. After the 
meeting, representatives and the executive staff of the company posed for this 


group picture. 
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on machines and all other necessary ma- 
terial to enable the dealer to prepare his 
own advertising if the prepared adver- 
tisements are not quite suitable. 

This newspaper advertising program 
which was presented in book form was 
enthusiastically received by the distrib- 
utors and a great deal of favorable com- 
ment was heard afterward. 

Following the newspaper advertising, 
was presented the national magazine ad- 
vertising which opens with a two-color 
page in the Saturday Evening Post's Oc- 
tober 19th issue, and includes advertising 
in Ladies’ Home Journal, Good House- 
keeping and Better Homes and Gardens 

This advertising features the new 
Spiramatic, the Spindrier at $99.95, the 
Spiralator washing action and the fact 
that Easy has a complete line of laundry 
equipment with models as low as $49.95 

Naturally, this was likewise very en- 
thusiastically received by the distribu- 
tors. 

As summarized by advertising manager 
Finn, Easy has shot the works this fall 
with one of the most complete sales plat- 


forms ever laid down for the home- 
laundry industry : a complete step-up line; 
Step-up features; displays that sell; 


dominant national adve rtising ; new tech- 
nique in local advertising; demonstra- 
tion equipment; sales materials. 


29 Per Cent Salesman 
Turnover in K.C. 


KANSAS CITY—The loss in salesmen 
by 29 electric appliance dealers was 46 
per cent during the first eight months of 
1939, according to a report made recently 
by Jerry Weston of the Electric Associa- 
tion of Kansas City. The loss was only 
29 per cent for 36 dealers through the 
first half of 1940. So, he says, it looks 
as though payment of cash bonuses for 
electric range sales there has reduced 
salesman turnover. 


British Refugees Placed in Hoover Homes 


NORTH CANTON, O.— Eighty-four 
children of the employees of the Hoover 
Vacuum Cleaner plant outside of London 
have been brought to the United States 
by H. W. Hoover, president of the firm, 
and placed in homes of Hoover em- 
ployees in North Canton, Ohio. The 
youngsters arrived on the SS Samaria 
in a voyage managed by Mr. Hovwver 
himself. 
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REX COLE THROWS 
A PARTY FOR DEALERS 


LONG ISLAND CITY, N. Y.—Over 
100 General Electric washer dealers spent 
five days, from September 12th to Sep- 
tember 17th, 1940 at Totem Lodge and 
Country Club, Averill Park on Burden 
Lake, New York, as guests of Rex Cole, 
Inc, as a reward for meritorious per- 
forinance in the sale of General Electric 
washers during July and August. 

At Totem Lodge they participated in 
a comprehensive outdoor indoor 
sports program which consisted of con- 
tract bridge, croquet, handball, horse- 
shoes, ping pong, shuffleboard, tennis, 
golf. The evenings were taken up with 
stage shows, motion picture previews, 
ero parties, dancing and many other 
diversions. 

A. Glenn Chaffer, sales manager, 
Home Laundry Equipment Section, Ap- 
pliance & Merchandise Department, Gen- 
eral Electric Company, was honorary 
chairman of the committee, with Rex 
Cole as executive chairman. Others in 
charge of the arrangements were Robert 
Stevenson, vice-president, Rex Cole, Inc., 
E. Hamilton Campbell, Frederick W. 
seck, and Harold C. Caspers. 

The campaign, known as the Rex Cole 
Merry-Go-Round, furnished tremen- 
dous stimulus to laundry equipment busi- 
ness during July and August and was 
partly responsible for the 50% increase 
in washer business during that period 
over 1939. 

Dealers were so enthusiastic about the 
promotion and about the way the trip 
was handled that they were unanimous 
in requesting a similar promotion in 1940. 
Hence, Rex Cole, Inc. has reserved the 
same dates at Totem Lodge for next 
year. 


Bendix Has Biggest Week 
in Its History 


SOUTH BEND-—Sales records for the 
entire period of their three-year business 
life were excelled in September at Ben- 
dix Home Appliances, South Bend, In- 
diana, according to word from J. S. 
Sayre, Vice President in Charge of 
Sales. 

“For the week ending September 13, 
shipments of Bendix Home Laundrys, 
from distributors to dealers were 27.6% 
greater than for the highest individual 
previous week in our history,” Mr. Sayre 
said. 

“The second highest week’s record was 
experienced in 1939 when we had just 
launched a new model, thus the Sep- 
tember 13th record has added significance 
since no added incentive for the dealer 
to buy existed . . . the figure being a sea- 
sonal increase resulting from normal 
selling effort. No special emphasis was 
laid on that week. We ourselves knew 
it to be a record-breaker only after all 
the figures were in.” Mr. Sayre con- 
tinued. 


Stewart-Warner Meets 
at French Lick” 


CHICAGO—The annual national con- 
vention of the refrigerator division, Stew- 
art-Warner Corporation, will be held 
Oct. 16 to 19 inclusive, at Indianapolis 
and French Lick Springs. 

This was announced this week by Jo- 
seph C. Elliff, assistant general sales 
manager of the corporation, in a letter 
to all distributors and members of the 
sales organization of the corporation. 


New Name for Chicago Group 


CHICAGO—It’s now the Illinois Radio 
and Appliance Dealers Association, the 
name being changed at the last meeting 
of the Illinois Radio and Electrical 
Dealers Association, Chicago. 
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HELPS WASHER SALES! 


A long life and a useful one! That’s a toast and a pledge for 
every Sunlight washing machine motor—a toast sure of 
fulfillment, as 4,000,000 users of Sunlight-motor-equipped 
washers can tell you. It’s a pledge based on Sunlight’s 24 
years of experience in building quality motors—a pledge 
backed by the resources of General Motors. 


This long and useful life is chiefly the result of 
several outstanding features of the Sunlight motor. 
Some of them are shown in red above. 


So rugged i is the starter switch, that laboratory tests 
prove it good for years upon years of normal use. 
1 The rotor is welded, thus precluding the possibility 
| of trouble from the low-melting-point solder that’s 
ordinarily used. Windings are doubly protected 
with heavy insulation and by impregnation. Two 
fans keep all parts cool. And the cast-bronze bear- 


ings oil themselves for the life of the washer. 


Yes, the Sunlight motor on a washer is a pledge 
of long life—and it’s a fact that gives life to your 
selling. Sunlight Electrical Division, General 
Motors Corporation, Warren, Ohio. 


DEPENDABLE WASHING MACHINE 
MOTORS FOR TWENTY-FOUR YEARS ~Zoro*" 


SUNLIGHT MOTORS 


ewe GER AL MOTORS 
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Ill lead prospects 
right to you... 


«c 


if you advertise 


in your Telephone Directory 


Many thousands of telephone subscribers 


use the Classified Section —‘yellow pages’ 
—of Telephone Directories to find where 
to buy products and services they need. By 
advertising in your local directory you will 
be making a stronger bid for the business 
of this large group. 

In the directory page above are illustra- 


ted many of the ways you can get across 
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a complete message about your business 
...the various products you handle, the 
advertised brands you sell, features of 
the service you render. 

Are you making the most of the oppor- 
tunity that the Classified Section of your 
Telephone Directory offers? For 
detailed suggestions, just call your { 


local telephone business office. 
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NEW POSITIONS 


Los Angeles Bureau of P. & L. 


New alignment in the Los Angeles 
Bureau of Power and Light places E. \, 
Kane in the position of acting business 
agent, succeeding Burdette Moody, Clar- 
ence H. Brunner has been placed in 
charge of the curtailed domestic ap)li- 
ance load building activities. Chester H. 
Dye, formerly in charge of this work, 
takes over his former work as power 
salesman. Mr. Brunner has been with 
the Bureau for twelve years and was a 
service agent prior to his appointment as 
an electrical solicitor six years avo. 
Termination of the Bureau's activities in 
dealer home service work means that 
Mrs. Mary W. Schweitzer, formerly 
supervisor of women in the domestic ap- 
pliance section, is no longer with the 
department. 


York Ice Machinery 


Anker Winther has been made assis- 
tant general sales manager of the York 
Ice Machinery Corporation, according to 
an announcement by John R. Hertzler, 
general sales manager. 

Since 1930 he has been connected with 
the York Cincinnati, Ohio office as a 
sales engineer, and during this period 
has worked on important industrial re- 
frigeration and air conditioning projects. 


Crosley 


H. E. Coombe, vice president and gen- 
eral manager, The William Powell Co., 
Cincinnati, was elected to the board of 
directors of The Crosley Corporation at 
the board meeting recently, Powel Cros- 
ley, Jr., president announced. Mr. Coombe 
fills the vacancy on the board created by 
the resignation of Powel Crosley III as 
vice president and director at the meet- 
ing of the board of directors, August 13. 


Crosley Distributing Corp. 


The board of directors of The Crosley 
Distributing Corp., subsidiary of The 
Crosley Corporation, which distributes 
Crosley products in Cincinnati, Chicago, 
New York, Dayton and Columbus, has 
elected the following officers: Lewis M. 
Crosley, president; Raymond C. Cos- 
grove, vice president and general man- 
ager; Robert I. Petrie, vice president and 
general sales manager; George E. Smith, 
vice president, secretary and treasurer; 
and John J. Hope, Jr., assistant treas- 
urer. 

Guy Flaig, is manager of The Crosley 
Distributing Corp., of Cincinnati: C. $ 
Tay, of the Chicago branch; .Fielding 
Robinson, New York branch, and C. V. 
Dilard, of the Dayton and Columbus 
branches. 


Crosley Distributing Corp. (New York) 


Sam Present has been appointed sales 
manager of the Home Laundry and Range 
division of the Crosley Distributing Cor- 
poration, New York City, according to 
an announcement by F. W. Paul, sales 
promotion department. Another appoint- 
ment was made with the acquisition of 
Tom Boyne as sales manager of tle 
Refrigeration division. 


Frigidaire 

Frigidaire Division, General Motors 
Sales Corporation, announced recently 
that Charles J. Allen, formerly an as- 
sistant sales manager in the eastern area 
for the company, has been appointe! 
manager of the company’s Baltimore- 
Washington office. 

The appointment of Allen, according 
to the announcement, followed the resig- 
nation of H. L. Harbison who has beer 
manager of the Baltimore branch for four 
years. Harbison resigned to devote is 
time to personal affairs. 

With the Frigidaire organization {or 
15 years, Allen during that period has 
served the company’s sales division in 
the educational department, as a zone 
manager and since last year as an eastern 
assistant sales manager. 
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OF THE MONTH 


Ilg 


Tie Ig Electric Ventilating Co. an- 
nounces the appointment of P. D. Briggs 
qs general sales manager. Mr. Briggs 

yill continue to reside in New York and 
will continue his duties as vice president 
and eastern manager. 

Briggs came with the Ilg_ Elec- 
tric Ventilating Co. in 1917 startin in 
Chicago as a sales engineer. He was soon 
ereatter transferred to New York and 
in 1928 was appointed a vice president 
and eastern manager. 


Westinghouse 


Jesse H. Lide was appointed assistant 
nanager of the merchandise advertising 
und sales promotion department of the 
Westinghouse merchandising division by 
Roger H. Bolin, department manager. 


JESSE H. LIDE 


For the last six years Mr. Lide has 
been sales development manager of the 
merchandising division's middle Atlantic 
district, with headquarters in Philadel- 
hia. This is a newly created position 
with headquarters in Mansfield, Ohio. 

Born in Corinth, Miss., on Sept. 27, 
1902, Mr. Lide attended Mississippi State 
and began work with Westinghouse in 
East Pittsburgh in 1924. He spent sev- 
eral years in the advertising department 
in Pittsburgh and in Mansfield, and three 
years in Atlanta as sales development 
manager. 

He left the Westinghouse to become ad- 
vertising manager of the Rome Wire 
Co. and later of General Cable Corp., 
but returned in 1932, joining the mer- 
chandising division in Boston. In 1934 
he became sales manager 
in Philadelphia, He is being succeeded 
in the latter post by S. F. Myers, for- 
mer sales development manager of the 
air conditioning and commercial refriger- 
me department in East Springfield, 
Mass, 


Lit Bros. (Philadelphia) 


Norman Lichtenstein has been pro- 
moted to buyer of major appliances suc- 
ceeding John N. Barker, resigned, ac- 
ording to a recent announcement. For 
the past three years Mr. Lichtenstein 
as been assistant to Miss Jean Stevens, 
uyer of housewares. He has been with 
the company six years. 


Graybar Electric Company 


Effective October 1, Douglas Wallace, 
Peninsular district manager at Jackson- 
ville since 1938, became assistant general 
sales manager of the Graybar Electric 
Company, reporting to D. H. O’Brien 
who was recently appointed general sales 
manager. His headquarters are at 420 
Lexington Ave. New York City. Mr. 
Vallace joined the company in 1922. 

Another appointment brings L. G. 
Fields to replace Douglas Wallace in his 
former position as district manager at 
Jacksonville. Mr. Fields comes from 
a where he has been manager since 
37, 
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The Super Silent 


TOASTSWELL 


Is the Only Fully Automatic 
Pop-Out Toaster $1195 


Think What This Means To Your Customers In Extra Value—And 
Think What It Means To You In Extra Profits! 


First: To be fully automatic, a toaster must be both ther- 

mostatically and clock-controlled — not controlled by 
mnatite one or the other. Toastswell is one of the very few toasters 
that can claim the distinction of being actually fully automatic. 


Second: Toastswell offers the only domestic toaster with 
all 6 of these extra value features. 


No. 1. Pops out toast or keeps 
it warm selectively 


No. 4. Two and four slice ca- 
pacities 


No. 444—4 Slice 
Automatic Toaster No. 2. Automatic split second 
$15.00 thermostatic time control No. 5. Bread moves constantly 


while toasting 


No. 222—2 Slice 
Automatic Toaster 


$11.95 


No. 3. New, silent as a shadow 


clock mechanism No. 6. Guaranteed for one year 


Third: Only Toastswell offers such stunning beauty and 
ZB amazing craftsmanship at such sales compelling 
low prices. 


2 Slice Automatic 4 Slice Automatic No. 222T—2 Slice Automatic 
Toasters Toasters Toaster and Tray Set 
No. 791..... $9.95 wo. 795... $12.95 


Automatic 
Waffle Bakers 


No. 830..... $9.95 


Food Warmers 


No. 620...... $3.95 


Automatic 
Sandwich Toasters 


No. 961..... $7.95 


No. 222W—2 Slice 
Automatic Toaster 
and DeLuxe Tray Set 


$18.45 
* 


Send in your orders now and 
line up with Toastswell for the 
biggest year of your life 


UTILITY ELECTRIC CO. 


620 TOWER GROVE AVE. ST. LOUIS, MO. 
WRITE TODAY FOR INFORMATION ON THE COMPLETE TOASTSWELL DOMESTIC LINE 
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‘| ] 3 RX’ 


ZOMBINATION. 


RETAIL 
VALUE 
56190 


ITH FULL DEALER PROFIT MARGIN 


cs ¥ From every section of the country—East, West, North, 
, South—requests have come in to "Give us '173 RX' again 
y —the greatest value ever offered by ROYAL." 


So—here it is, repeated, by public demand for a short 
time only (because costs are rising). It's the most sensa- 
tional value in Royal's history. 


The Royal Floor Cleaner is the identical 


model heretofore advertised in the Satur- 95 
day Evening Post at 44. 


PLUS CHOICE OF 


Royal Hand Cleaner with Motor 16% 
Driven Brush—list price....... 


BOTH with the popular, highly polished 
aluminum finish—NOT painted. 


OR 


Full Set of Royal 
Tools and Kit—list 16:35 


No. 173 


MR. DEALER 


Get in touch with Your Royal 
Distributor Today. Here is the 
“Hottest” Money-Making Op- 
portunity of the Fall Season. 


Total Retail Value 61-50 


SELL 3 9° AND MAKE YOUR 


BOT H ' FO R plus OF PROFIT. 


old cleaner 
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Kelvinator 


Announcement of the formation ci a 
new Kelvinator factory sales unit, whic! 
will be known as the Commercial, Parts 
and Service Sales Division and which 
will be headed up by Thomas A. Far- 
rell, is made by Frank R. Pierce, gen- 
eral sales manager of the Kelvinator 
Division of the Nash-Kelvinator Cor- 
poration. 

Chief reason for the change, Pierce 
said in announcing the new division, is to 
bring the commercial, parts and service 
departments into one organization and 
thereby create a more unified and closer- 
knit operation. 


T. A. FARRELL 


The appointment of Farrell, who for 
the past twelve months has been Kelvi- 
nator’s eastern sales manager, brings to 
the new Kelvinator post a man of wide- 
spread experience in the refrigeration 
industry. His background includes eleven 
years with Frigidaire, where he served 
as eastern sales manager and regional, 
branch and zone manager of the com- 
pany. 

Prior to this, Farrell was for ten years 
affiliated with Hyatt Bearing Division 
of the General Motors Corporation, work- 
ing his way from a time-study engineer 
to the position of sales manager of the 
Detroit, Michigan, division of the com- 
pany. 


Curtis Lighting, Inc. 


Curtis Lighting, Incorporated, an- 
nounces the appointment of three vice- 
presidents and a secretary-treasurer. _ 

Answering to the active president o/ 
Curtis Lighting, Incorporated, Darwin 
Curtis, M. C. Wilt has been appointed 
vice-president and general manager. 
Working with him are three newly 
appointed officers: G. T. Morrow, vice- 
president in charge of sales; H. J. Dil- 
lon, vice-president in charge of produc- 
tion; and L. N. West, secretary-treasurer 

Mr. Kenneth Curtis continues as Chair- 
man of the Board. Originally a Nela 
Park man, Mr. Wilt entered the selling 
field. From 1924 to 1926 he was im 
the sales division of the Ohio Power 
Company in Lima. then transferred to 
another branch of the American Gas and 
Electric Company, the Appalachian Elec- 
tric Power Company in Huntington. 
West Virginia. In 1928, he became the 
Curtis Lighting Sales Representative for 
the Cleveland territory. In 1931, Mr 
Wilt set up and organized Curtis Light- 
ing of Canada. The efficient factory and 
sales management of the Canadian Com 
pany and its constantly growing finan 
cial success have proved Mr. Wilt’s 
capability in administration work. 

A Curtis man since 1923, Mr. Mor- 
row knows his company and the Light 
ing trade from A to Z. First as Curtis 
Sales Representative in Pittsburgh 
built his territory into one of the most 
lucrative in the country. In 1931 the 
Curtis General Offices called upon jim 
to take the position of assistant sales 
manager. In this position he spent 
seven years and obtained a_ complete 
knowledge of coordinating the sales 
work of all territories. For the past 
two years as Curtis Sales Manager, \r 
Morrow has become well known to the 
Electrical trade from coast-to-coast. 


OCTOBER, 1940—ELECTRICAL MERCHANDISING 


ELECTR 


| 
| 
\ 
| 
| 
| a 
| a | pe 
sv 
J Z, | tt 
5 
| 
THE P. A. GEIER COMPANY, ctevetanp, on10 | 


NG 


FALL 


REFRIGERATORS SHOUT 


Make This Fall 
a Good Selling Season 


ALL brings the moving season. 

Replacement business is good. Post- 
poned refrigerator purchases can be 
swung with either of these two FALL 
SPECIALS—the best equipped refriger- 
ator values Hotpoint has ever offered at 
such a low price. They’re made for the 
market... They give you a great “trade- 
in” sales story... More to sell. And Hot- 
point sales aids are ready to help you. 
See your distributor NOW and get 
these models on your floor. Edison 
General Electric Appliance Co., Inc., 
5620 West Taylor Street, Chicago, III. 


THE SPECIAL NORMAN 


A big 6 Cubic Foot 
Full-Family Size 
Hotpoint Refrigerator 


HE answer to the demand for 

a low price, high quality, fully 
equipped refrigerator for retailers to 
sell to the booming Fall market. 


THE SPECIAL TUDOR 
An 8 Cubic Foot Refrigerator 


ERE’S a large size, big value 

Hotpoint refrigerator that 
gives you a jump on competition. 
It is loaded with the many famous 
Hotpoint quality features. 


(you CAN REALLY 
“GO TO TOWN" IN 
THE REFRIGERATOR 
BUSINESS THiS 
FALL WITH THESE 
TWO HOTPOINT 


SWELL IDEA... | 
I CAN PICK UPA 


LOT OF BUSINESS 
WHILE THE OTHER 
FELLOWS ARE 


TAKING IT EASY! 


4 SPECIALS / 


ELECTRIC RANGES « WATER HEATERS « WASHER 


ELECTRICAL MERCHANDISING—OCTOBER, 1940 


These Fall Special Features 
Pack Plenty of Real 
Sales Wallop! 


F COURSE, the new Fall Specials 

have these famous Hotpoint quality 
features —Vacuum Sealed Thriftmaster 
Unit... Stainless Steel Speed Freezer... 
6-Way Cold Storage Compartment... Pop- 
Ice Trays...16-Point Temperature Con- 
trol PLUS these “extra value” features: 


- Sliding Meat Pan with Cover 

- Water Bottle 

Butter Dish 

- Oven-proof Pottery 

- Sliding Vegetable Drawer with Cover 
- Fruit Basket 

- Split Bottom Shelf 

- Stainless Steel Base Grille 


DISHWASHERS «+ ELECTRASINK 
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Christmas Promotions from 
the Manufacturers 


SPEAKS 
OUR 
LANGUAGE! 


* 


Wha makes a magazine particularly valuable to the in- 
dustry or trade it serves is the simple fact that (1) it talks 
to the businessman about the things he’s most interested in 
-and (2) it talks about them in his language — the language 


he understands. 


You need go no further than the pages of the magazine you 


are reading right now — 


ELECTRICAL MERCHANDISING 


for the proof. 


As you thumb these pages, note that Electrical Merchandising 
doesn’t beat about the bush: it goes direct to the subject. 
It doesn’t theorize; it talks facts — and puts first things first. 
It doesn’t “preach”; if it crusades, it does it on a practical 
“this-is-good-for-your-business” basis. And, throughout, it is 
timely! It wastes few words on yesterday — the out-of-date 
and the obsolete. Rather, it is concerned with today’s and 
tomorrow's business, and those things that affect it — vital 


factors in these critical times. 


That is why Electrical Merchandising is so popular with its 
30,000-plus regular readers, and its army of “pass-on” readers. 
And this reader popularity is what makes it so valuable to 
advertisers, who have found that by couching their adver- 
tising messages in the same man-to-man language of the 
editors and by completely and consistently telling their 
sales story to these Electrical Merchandising readers, they 


are building business, at low cost. 


ELECTRICAL MERCHANDISING 


A McGRAW-HILL PUBLICATION 
330 WEST 42nd STREET, NEW YORK, N. Y. 


| 
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Christmas advertising of the company 
in national magazines. These will be 
supplied free, upon request. 

It is pointed out, however, that the 
Toastmaster “Snack Bar”, a perma- 
nent, durable display which was in- 
troduced this fall will make an ideal 
holiday season display piece. This dis- 
play is available to dealers at $5 which 
includes freight. In addition, the 
company has two circulars “Entertain- 
ing Hints on How to Entertain” and 
a four-color circular suitable for 
counter distribution and mailings. 


WARREN TELECHRON COMPANY 
“Time the Perfect Gift” is the 
of a mailing folder produced by the 
Warren Telechron Co., Ashland, 
Mass., for Christmas mailing. Other 
consumer pieces are available, too and 
the company has issued a fall and 
winter catalog on the electric clock 
displays, promotions, advertising. The 
display stand illustrated, of metal and 
wood, is supplied free to the dea'er 


title 


with each order for a dozen clocks. 
Other cardboard display pieces are 
free. 


WESTINGHOUSE 


Roasters and small appliances are 
coming in for the major share of 
attention insofar as the Christmas dis- 
plays are concerned at the Westing- 
house merchandising division in Mans- 
field, 


O. Special cellophane giit 
wrappers are going to be included 
m all Westinghouse roasters and a 


new display stand called “The Five- 
Foot Shop” will be widely featured 
as a holiday gift item display for all 


| small appliances. 


GENERAL ELECTRIC 


Beginning October 21, the complete 
story of General Electric’s compre- 
hensive Christmas promotion will be 
told to 300 dealer meetings of the Re- 
tail Development League of the com- 


CONTINUED FROM PAGE 13 


pany. A check by the company has 
revealed that over 90 per cent of the 
dealers of the country are convinced 
that electric appliances will increase 
in popularity as Christmas gifts this 
season and General Electric has aimed 
its sights with that fact in mind. 

National advertising will preserve 
the theme of the past two years— For 
the Sentimental Person with the Prac- 
ical Side” and “How to Stay Young 
Electrically”. These themes have had 
wide acceptance and are expected to 
have even greater effect this season 
due to the continuity of advertising 
and promotional effort that has gone 
into their creation. 

Complete General Electric plans or 
Christmas promotion are wrapped up 
from soup to nuts in three folders 
being distributed by the company. The 
first package covers the full line oj 
G-E appliances and describes and 
illustrates promotional material fron 
dealer’s special Christmas letter heads 
to 24-sheet posters. Newspaper ad- 
vertising mats, suggested advertising 
themes and layouts for department 
stores and utilities, special copy for 
farm papers, practical suggestions for 
window, counter and floor display: 
and descriptions of the various types 
of Christmas wrappings the dealer 
may employ are all attractively and 
completely covered in the folder. Con- 
sumer folders on the full line of G-I 
appliances, window streamers, and 
other promotional material is in- 
cluded in the folder in the form of 
actual samples which the dealer may 
order. A small charge is made for 
this material in quantity lots. 

For those distributors handling ma- 
jor appliances only, there is a separ- 
ate folder which again describes and 
illustrates the entire range of adver- 
tising, promotion and merchandising 
helps for the dealer. Envelope stui- 
fers, penny mailers, and mailing fold- 
ers on each specific major appliance— 
refrigerator, range, electric -sink, and 
complete electric kitchen are included 


An important part of the General Electric Company's Christmas appliance promo- 
tion will be a series of 50 one-minute spot broadcasts which have been prepared 


for dealers. 


The broadcasts were made by the famous team of Alan Kent and 


“Ginger Johnson and the "Modern Airs" radio quartet seen, above, at the 


studio during the recording of these spot programs. 


Major appliances will have 


separate plugs from cleaners, clocks and radio. 
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he aterial is all finished in red and 
ereen colors and the package of pro- 
otional material itself resembles a 
aditional Christmas box. One of 
the interesting additions to the mate- 
val being made available to dealers 
; sample greeting cards and Christ- 
mas gift folders. 

For General Electric distributors of 
Jeaners, clocks, radios and heating 
vices, still another folder goes into 
the story of the promotional material 
hich has been produced for their 
ecial needs. 

\n important part of the General 
Electric Christmas promotion this year 
vill be a series of 50 spot broadcasts 
fone minute each which have been 
ij] recorded and are ready for use. 
These are being distributed to the 
broadcasting studios and are available 
to dealers for the station time only. 
[hese spot broadcasts likewise have 
een split up into various units so 
that the distributor of cleaners and 
locks, for instance, does not have to 
relay messages about ranges and re- 


irigerators. 


WESTCLOX DIVISION, 
GENERAL TIME INSTRUMENTS 


Westclox Division of General Time 
Instruments Corp., La. Salle, Ill., have 
prepared three different displays for 
the clock line for the Christmas trade. 
[wo of them feature wrist and “clip- 
easel” watches but the one which elec- 
trical dealers will be interested in is 
the special Big Ben display on electric 
r spring driven clocks. “Westclox 
ior Christmas” is the theme of the 
lisplay which is suitable for either 
unter or window display and the 
name Big Ben is prominent. 


NTERNATIONAL APPLIANCE 
CORPORATION 


\ccording to Monte Closter, gen- 
eral sales manager of the International 
\ppliance Corporation, makers of 
sroilking” table broilers, Brooklyn, 
NX. Y., there will be special Christmas 
lisplay material for dealers. These 
lisplay pieces should be available for 
the trade by the middle of October and 
vill include window and counter dis- 
play pieces. 


ALUMINUM GOODS 
FG. CO. 


“For Gracious Giving and Gracious 
Living” is the theme of the 1940 Mirro 
hristmas campaign to be promoted 
ggressively by the Aluminum Goods 
Mig. Co., Manitowoc, Wis. 

Extensive consumer magazine ad- 
vertising will carry the Mirro Christ- 
mas message to millions of homes 
throughout the country. Three fast 
lling, appropriate gift items will be 
leatured for the Holiday Season... . 
the eight and twelve cup all-aluminum 
acuum coffee makers, Mirro hot bis- 
uit server and Mirro full-recipe cooky 
press. All are high quality, popular 
items. 

A brilliant display card is available 
‘odealers . . . also newspaper ad mats 
and a beautiful 4-color business reply 
Post card. 


Sure you were! (Smarter than today’s 
kids, mebbe?) But your mother likely 
made your breakfast toast for you over 
a hot stove . .. while today’s youngsters 
make their own in an electric toaster. 
And a lot of them will eat a dinner that 
was cooked on an electric range. (But 
you didn’t, did you?) . . . Such are the 
changes for the better that have come 
with electric heat during the past 
30 years, since Chromel heating ele- 
ments made it all possible. And just as 
heating devices themselves have greatly 
improved through the years, so has 
Chromel. You never have had any 
fears about the performance of a device 
that is Chromel-equipped. You just 
know it will deliver the goods. The 
heating appliance industry knows this, 
too, and so most of your appliances 
come to you with Chromel elements. 
. . . The smart kid grew up to be a 
smart appliance dealer, who told the 
jobber-salesmen: “See to it that these 
devices have Chromel elements” . . . 


HOSKINS MANUFACTURING CO. 


DETROIT, MICHIGAN 
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CHROMEL 


ELECTRICAL HEATING ELEMENT 
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MAKE YOUR COUNTER 


CLOCK-WISE! 


Tis handsome Saleswinner 
display stand will pull custom- 
And 


it’s yours free w ith the purchase 


ers to your clock counter! 


of any 12 Telechron electric 
clocks. This beautifully finished, 
permanent display offers the 
ideal way to show the new Tele- 
chron models. 

And these new Telechron de- 
signs will move fast! For the 
public recognizes Telechron as 
the best known name in the 


CAFE, Model 2HI!, is a kitchen wall 
clock. Plastic case in ivory, white, green 
black or red colors. Retails at @ 


electric clock field. It stands for 
attractive design, accuracy, and 
dependability. 

More — your sales efforts are 
constantly bolstered by Tele- 
chron’s national advertising, 
plus all kinds of sales helps. 
See your Telechron distributor 
today about this effective Sales- 
winner display and the new 
Telechron designs. 


WARREN TELECHRON COMPANY 
Ashland 


Massachusetts 


SATELLITE, Mode! No. 5HS59, 
design in transparent glass, 
center. To retail at 


is a new 
with mirror 


9.95 


IRIS, Model No. 3F65, is a dainty clock in 
blue or rose glass with a mirror finish. To 


retail at @5.95. Mirolarm, Mode! No. 


7H77, same design with alarm, 


is $6.95. 


SECRETARY, No. 7H9!, an alarm in brown 


plastic, retails at @3B.@5. In ivory- 
colored case, priced at $4.50. Cordial, 
luminous numerals and hands, is $1 more. 


Reg. U. S. Pat. On. 


Telechron Distributor 

1 Address_ 

1 Dealer's 
Address 
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VIRGINIAN, Model No. 3H8!, has a case 
of light and dark wood, with a fluted base. 
Retails at Colonnade, No. 7H%, 
same mode! with alarm, $6.95. 


BUFFET, Model No. 2H07, is a best seller 
for the kitchen. Plastic case in ivory, white, 


green, black, blue, or red colors. To 
83.50 


SELF-STARTING 
ELECTRIC CLOCKS 


Please send me complete information on the Telechron Saleswinner © display. 


A Talking Point Against 
Unsafe Appliances 


that automotive appliances, 
protection appliances, 
ances, 


burglary 
electrical appli- 
fire protection appliances, and 
gas, oil and other items are studied. 


Underwriters’ Has 
200 Field Officers 


Underwriters’ Laboratories has 
three plants in Chicago, San Fran- 
cisco and New York. Its personnel 
consists of 300 engineers in the plants 


and inspectors in 200 field offices 
throughout the U. S. and Canada. Its 
way of operating is to test first a 


product from specimens submitted by 
the manufacturer. About half of the 
devices submitted fail on this first 
checkup. 

For example, that waffle iron that 
shocked the woman would be placed 
on a board covered with tissue paper 
and allowed to run for an indefinite 
period without batter, until all parts 
of the iron get as hot as they ever 
would. To pass the test the tissue 
paper under the iron must not catch 
fire. Furthermore, molten metal should 
not flow onto the table surface. 

Most appliances will operate per- 
fectly well if directions are followed. 
Unfortunately they are purchased by 


people who are non-experts, who do 


fool things. A woman may buy an 
ironing machine with a tag stating 


that she should not leave the current 
on with the heating element against 
the roller when the latter was not 
revolving. At some time she is going 
these instructions. So in 
ironing machine tests at Un- 
derwriters’ Laboratories they lock the 
heating element against the idle roller 
and go off and leave it. If it chars 
the cloth, O.K. But if the cover 
glows or bursts into flame that par- 
ticular ironing must be 
changed. 

A heater was left running an hour 
is near to a pine board wall as its 
base would permit. This test was re- 


to disobey 


making 


machine 


CONTINUED FROM PAGE 28 


peated several times as heaters often 
have focal lengths as do lenses. |; 
that heater caused the wood to flane 
it would be considered unsafe in de. 
sign. 

Electric ranges are placed close 
against walls and operated with oven 
and burners full “on.” If the tem. 
perature of the wall with the range 
going full tilt, should rise above 194 


deg. Fahr. which is well below the 
ignition point of wood, the range 


must be redesigned. 


Toys especially need the Under. 
writers’ Laboratories’ label. It means 
that every foreseeable risk that a 
youngster can subject toys to has 


been anticipated and eliminated. Even 
Christmas tree lights have 30 require- 
ments they must meet to comply with 
the standards of the Laboratories. 


All Parts Tested 


The take into consideration 
every portion of the appliance that 
carries currents. Wires are twisted, 
switches overloaded, automatic tem- 
perature control mechanisms are sub- 


tests 


jected to 100,000 operations 
determine their reliability. Coffee 
percolators, waffle irons, and other 


appliances intended for cooking are 
operated “dry” to ascertain whether 
or not excessive temperatures are 
reached. Hinged joints when con- 
taining an electrical conductor are 
flexed 6,000 times while carrying cur- 
rent to determine whether or not the 
electrical circuit is likely 
contact with the case of the 
Rough usage tests are also conducted 

In an age when there is a tendency 
to let down the bars on account o! 
the widespread acceptance of appli- 
ances, the label of Underwriters 
Laboratories on a device is an in- 
portant sales tool that goes far today 


to come In 


dev ice 


in convincing a customer 
of a proposition. 


“. .. AND IN AN EMERGENCY IT CAN BE CONVERTED INTO A BOMB-PROOF 


SHELTER" 


OCTOBER, 
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Every phase of 
electrical maintenance 
and repair work 
covered in this NEW 
‘oll Library 


lame 


de- 


lose 
oven 
tem- 
ange 

194 

the 
ange 


5 volumes 
of practical 


ider- 


leans 

ta how-to-do-it information 
has 

Pe Every man concerned with the care and 


re repair of electrical machinery should 
Wire have these practical books, with their 
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CADILLAC Cleaner 


Clements Mfg. Co., 
6650 S. Naragansett Ave., Chicago, Ill. 


Model: No. 300 cylinder type Cadillac. 
Selling Features: 2-speed control; dual 
8-blade fans develop suction; toe 
operated switches for off-and-on and 
high-and-low speed; extra large, 
easy emptying bag held in place with 


with [J helpful tables, diagrams, data, methods 
and kinks. Every one of the five volumes 
is jammed to the covers with sound, 
how-to-do-it information—the kind you 
have to have when anything goes wrong. 
Liberal use has been made of practical 
data and practice in repair shops so as 


ation jy (@ combine the good features of a library 
that of methods with handbook information 
see covering these methods. 


sis ELECTRICAL 


MAINTENANCE 
<< AND REPAIR 
LIBRARY 


cur- 2042 pages, 1721 illustrations 


t the and diagrams 

ne | 

ea These books show you how to 

acted —— all types of motor and generator 

dency —locate breaks in armature windings and 
P do a workmanlike job of rewinding; 

nt ot —know just what is wrong with an elec- 

seal. trical machine and take charge of in- 

Appi Stallation and maintenance work; 


-iters. —make accurate tests of switchboards 
‘ and apparatus and correctly balance 
1 im- the power with the load; 
—handle every sort of wiring job; 
today —show competence, whether it be in the 
‘. use of a Stillson wrench or a Wheat- 
merit stone bridge. 


New Trouble-shooting book 


N w, in addition to four well-known practi- 
| books on all details of testing, connecting, 
winding, installing and maintaining electri- 
machinery, the Library includes Stafford’s 

Troubles of Electrical Equipment, a new 
full of helpful maintenance 

‘on, special trouble-shooting charts, expla- 

‘tion of symptoms and causes of machinery 
ubles, specific remedies, et: This revised 
rary gives you the ability to eee big- 
' jobs with surety of results. 


> 


10 days’ examination 
Easy monthly payments 


mA. want you to examine this Library for 10 days. 
= don’t want them at the end of that time, there’s 
feck sation to keep them. On the other hand, if you 
e you want the help these books can give, start 
small monthly payments then, and in a short time 
@ books are yours, right while you have been using 

the coupon today, 


EXAMINATION COUPON 


ae -Hill Book Co., Inc., 
42nd St., New York, N. ¥. 
me Electrical Maintenance and aa Libr: 
for 10 days’ examination. 
tad $2'00 a month until $15.00 has her: 
2 as al 
vie I will return the books postpaid. . _ 


Signature 


Firm or Employer 


Positio ..E M. 19-40 
= sent on approval in U. 8. and Canada only.) 


PROOF 
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air tight rubber gasket; swivel brush 
with wide nozzle for bare floors, 
linoleum, etc.; deodorizing attach- 


ment; insecticide sprayer ; and attach- 
ments for dusting venetian blinds, 
walls, upholstery and other off-the- 


floor uses.—Electrical Merchandising, 
1940. 


October, 


DeVILBISS Paint Sprayer 


The De¥ilbiss Co., 
Toledo, Ohio 
Model: NKB_ portable 
outfit. 
Selling Fe 
specially 


paint spraying 


atures: Streamlined housing 

suited for interior and ex- 
terior painting stores, apartment 
houses, furniture, refrigerators ; quiet 
operation; weighs 72 lbs.; 4 rubber- 
tired swivel casters; delivers 4.55 
c.fi.m. at Ibs. pressure ; holds 
medium spray guns at from 32 to 
40 Ibs. while maximum pressure is 
50 lbs.; “% h.p. motor; 2-color cry- 
staline enamel finish.—Electrical Mer- 
chandising, October 1940. 


GLOBE AMERICAN PROFIT 


The Globe American Corporation of 
| Kokomo, Indiana, manufacturers of 
Dutch Oven ranges and Glow Boy 


heaters reports a net profit of $66,082.55 
for the eight months ended July 31, 1940. 
This compares with a net profit of $37,- 
534.81 for the same period of 1939. After 
providing for preferred stock dividends, 
this is equal to fifty cents (50¢) per 
share on one hundred thousand (100,000) 
shares of common stock outstanding, 
against twenty-one cents (21¢) per share 
for the same period a year ago. 

The Globe American Corporation also 
reports an increase of 243% in its dollar 
volume of stove sales over last year and 
anticipates obtaining approximately 50% 
of its annual volume of business during 
the last four months of its fiscal year 
ending November 30, 1940. 
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Totally enclosed motor. 


Write for details today. 


EVERY KITCHEN NEEDS A 
SIGNAL VENT FAN— 


Models to fit walls 6” to 30”, with a list price for 110-Volt 
A.C. 60-cycle, for 6” to 1142” walls, $21.50, the automatic 
built-in type, shown above for permanent installation, is tele- 
scopic in design. Can be installed in new or old houses. Easy 
to install, 10” quiet type fan blades. Door operated switch. 
Automatic weather-tight shutters. 
Air displacement 650 C.F.M. Finish of inside section and door 
is white: fan is brown with polished aluminum shutter vanes. 


SIGNAL ELECTRIC MFG. Co. 
MENOMINEE, MICHIGAN 


$21.50 


Oftices in 
Principal Cities 


appliances you sell (equipped with Nichrome 


 _DRIVER-HARRIS COMPANY 


TRADE MARK REG. U.S. PAT. OFF. 


contigs $0 salt the elettricel 
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at good profits 


Here's the last word in ironers and the best value of all times. A com- 
pact, portable appliance, carefully designed and engineered to give 
years of trouble-free service. 


Let us call your attention especially to (1) the full 21-inch roll; (2) 
thermostat; (3) pilot light; (4) elbow operating lever; (5) uniform pres- 
sure shoe; (6) non-slip rubber guards. 


The Armstrong sells with one easy demonstration. Let any woman 
sit down and try the Armstrong for a few minutes and the sale is made. 

Priced to meet limited budgets—Master Model [illustrated) retails 
for only $34.50, Porta-Lectric Model $26.95. 


Write for literature and discounts to Dept. EM 


ARMSTRONG PRODUCTS CORP. 
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Quolity Electrical Appliances Since 1899 


HUNTINGTON, W. VA. 


East End Avenve of Street, NEW YORK. 


G-E Kitchen Heater 


General Electric Co., 
Appliance and Mdse. Dept., 
Bridgeport, Conn. 
| Devi es KH1-40 


heater. 


circulating kitchen 

Selling Features: Designed to be in- 
stalled with any G-E electric range; 
burns coal or wood; door, side panels 
backsplasher white porcelain 
enameled; black porcelain enamel top 
with blue lids; large galvanized ash 
pan; firebox 74 in. wide, 9 in. deep, 
15 in. long; front feed fire door takes 
wood up to 15 in. long; heavy galvan- 
ized coal pail under ash receptacle; 
return draft flue gives 40% greater 
heating efficiency; flue control in top 
for easy accessibility; air-intake draft 
control on front of heater; work sur- 
face height 36 in.; available with 
cast-iron linings and duplex grates 
for soft coal or wood, or with fire- 
brick linings and dock ash grates for 
hard coal; accessories include brass 
water coils, cast-iron waterback and 
various grates.—Electrical Merchan- 
dising, October, 1940. 


v 


CHROMALOX Unit Heater 


Edwin L. Wiegand Co., 
7500 Thomas Blvd., Pittsburgh, Pa. 

Model; Type HF unit heater. 

Selling Features: Adjustable louvres di- 
rect air in desired direction; Chro- 
malox Koilstrip elements warm air 
drawn in back of heater and forced 
out front by quiet, cadmium-plated 
fan; enclosed type motor drives fan 
without 
acting thermostatic switch automatic- 
ally opens circuit if normal operating 
temperatures are exceeded; manually 
operated reset 
when temperatures are restored; man- 
ual control switch 
and fan for winter use—fan only for 
summer ; 
with 10 ft. heater cord and plug; other 
sizes supplied with 10 ft. heater cord 
except 115 v. 4000 watt heaters which 
are supplied with line terminals; 115 
or 230 volts, 60 cycles, single-phase; 
brackets available for permanent wall 
mounting; for automatic temperature 
control a PA-85 thermostat is avail- 
able at $12.75.—Electrical Merchan- 
dising, October, 1940. 


Profit 


ON HANKSCRAFT’S 
HOLIDAY DEALS 


PLUS FREE window display and litera- 
ture. Featured in Good Housekeeping. 
Special holiday over-cartons which may 
be removed if not sold as a gift. 


Model: T7 

Selling Fe 
yntrol 
longer s 
upper px 
when fir 
rent is 
keeping» 
compens. 
gree of 
pair of 
possible 
between 
design ; 
panels ; 
trim. — 
October, 


No. 800-B 
EGG SERVICE 
$3.95 Retail 


No. 794-B 
EGG COOKER 
$1.95 Retail 


DEAL No. 1 E. 6 No. 794-B Egg Cookers 
(2 ivory, 2 green, 2 blue) plus 1 Egg Cooke: 
FREE. Total Retail value, $13.65. You 

DEAL No. 2E. 2 No. 794-B Egg Cookers 
(1 green, | blue) 2 Egg Service Sets N 
800-B (1 ivory, | green), plus | Egg Cooke 
FREE. Total retail value, $13.75. Your - 
cost only $7.44. Your profit, $6.31. . 46 


AIRMA 
Airmaster 

Models: 
No. 8151 Built-I1 
EGG SERVICE Selling J 
$6.95 Retail with pi 
a small 

allows 

No. 815 rather 
EGG COOKER 
shutter. 

$3.95 Retail stream 
creased 

DEAL No. 3 E. 6 Egg Cookers, No. 815, (- Exh 
ivory, 2 green, 2 blue) plus | Egg Cooker shutter 
(ivory) FREE. Total retail value $27.6 mounte 


Your cost only $14.94. Your profit, in stan 


have z 

DEAL No. 4 E. 2 Egg Cookers No. B15 | walls ¢ 

green, | blue) 2 Egg Service Sets No. 81) inducti 

(1 ivory, | green) plus | Egg Cooker (ivory) motor : 

FREE. Total retail value $25.75. Your o hoe 10 

cost only $13.74. Your proht $12.01 46 ° 600 cfn 

“HAR... pec capaci 

= Gift Package green. 

button closes circuit Hankscraft Egé Octobe 
Cookers and se 

turns on heater Yo 
Christmas over-car 

1500 watt heater supplied tons which may b¢ Yor 

removed if appli- Dewi 

ances are not sold Jevice: 

as gifts. availa 

ORDER THESE PLUS PROFIT DEALS wd 

FROM YOUR JOBBER TODAY iy 

cient 

HANKSCRAFT COMPANY 

ment 

MADISON - - - WISCONSIN Electr 

— 1940, 
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G-E Toaster 


General Electric Co., 
Mdse. and Appliance Dept., 
Bridgeport, Conn. 

\odel: T76 two-slice automatic toaster. 

Selling Features: Simplified browning 
control; graduations extended over 
longer scale; pop-up control lever in 
upper position toaster pops toast up 
when finished, in lower position cur- 
rent is cut off at end of toasting cycle, 
keeping toast warm in lower position; 
compensating timer assures same de- 
gree of browning for each successive 
pair of slices; single-slice toasting 
possible with patented head deflector 
between 2 units; a.c. or d.c. wrap-over 
design; chrome plate with embossed 
panels; mottled mahogany plastic 
trim. — Electrical Merchandising, 
October, 1940. 


Aga, 


AIRMASTER Ventilating Fans 


Airmaster Corp., 4317 Ravenswood Ave., 
Chicago, 


Models: Airmaster exhaust fans and 
Built-In-Wall Kitchen Ventilators. 
Selling Features: Automatic shutters 
with pressed steel leaves operated by 
a small separate stalled motor, which 
allows individual leaves of heavy steel 
rather than aluminum; shutters open 
straight out, regardless of fan speed ; 
shutters operate independent of air 
Stream; the efficiency of fan is in- 

creased approximately 30%. 

Exhaust fans with super-automatic 
shutters furnished as complete unit 
mounted on panel ready for operation 
in standard sizes from 12 to 30 in. 

Built-In-Wall Kitchen Ventilators 
have adjustable steel cabinet to fit 
walls 6 to 11 ft. deep; shaded pole 
induction type non-radio interfering 
motor; 110 volts, a. c. only; No. 410, 
has 10 in. Airmaster “silent” propeller, 
600 cfm. capacity; No. 412, 12 in. Air- 
master “silent” propeller, 800 cfm. 
capacity; interior grille white enamel 
cabinet and exterior shutters olive 
green. — Electrical Merchandising, 
October, 1940. 


YORK-HEAT Oil Burner 
York Oil Burner Co., York, Pa. 
Device: York-Heat Iris Shutter now 
available for Model “N” makes it pos- 
sible to service this oil burner com- 
pletely from rear; this change permits 
more compact construction, more effi- 
cient combustion through streamlined 
air passage provided by new arrange- 
ment of Iris Shutter application. — 
— Merchandising, October, 
{) ) 
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There’s no doubt about it. These Inland 
ice trays relegate old style ice trays to 
obscurity. Today when you say ice cubes, in 
a flash you think of ice trays by Inland... 
for a few cubes or a brimming bowlful— 
instantly, full-sized and unshattered. 
It’s easy to demonstrate and sell the 
advantages of these fast-freezing, quick- 
releasing Magic Finish Ice Trays by Inland. 
For superswift, maximum convenience, it’s 
the Shucker Tray, of course. And for the 


1940 


quick-release feature at minimum cost, it’s 
the Tilt Out Tray, beyond question. In 
other words, for original factory equipment 
by leading makers or for replacement sales 
by dealers, ice trays by Inland are first 
choice for every price and every purpose. 
For details, prices and discounts, write to 


INLAND MANUFACTURING DIVISION 


GENERAL MOTORS CORPORATION 


DAYTON, OHIO CLARK, NEW JERSEY 


PAGE 93 


NEW MERCHANDISE 
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—y Old Style Trays have seen their Last Days... 
3 
- 
Maximum Convenience-Minimum Cost 
TR he TILT our 
Cooker 
527.65 
16% 
NG — ig 


UNDISPLAYED RATE: 
$1.00 


per line per insertion. Minimum 
charge $4.00. (First line in smal! black 
face type.) Fractions of a line count 
as a line. Discount of 10% if full pay- 
ment is made in advance for 4 con 
secutive insertions of undisplayed ads. 


WHERE To Buy 


Parts, Services & Accessories 


$11.00 per inch per 


DISPLAYED RATE: 


insertion. Contract 


rate on request. (An advertising inch 
is measured vertically %” on one 
column. There are 4 columns — 45 
inches to a page.) 


FOR ALL VACUUM CLEANER DEALERS and REPAIR SHOPS— | 
HERE'S A VALUABLE PARTS and SUPPLIES AID—FREE! _/ 


@ In celebration of our Tenth Anniversary, we take pleasure in offering, free of : 

charge, a@ new, complete and informative illustrated catalog 4 Valuable part 

and pplie aid that lists prices of repair parts manuf.ctured by us for erery 

mak f vacuum cleaner. Write for your copy today—one of these catalogs mak 

it F to quote on jobs, and quicker to find and order the supplies you need 

N @ Here's a new supplement to our well stocked parts 

list——the N 8, No. 8-7, and No. 8-6 ball bearing 
We are now manufacturing this all-important item 
and are in a position to economically upply you 
with any number of these bearings. Rere«wber—-you 
can save oney by buying in volume lots, so order 


J, from us today 


GREEN VACUUM CLEANER COMPANY 


7001 SUPERIOR AVE. CLEVELAND, OHIO 


RUBBER UPHOLSTERED 


SAFEGUARD 
Your Profits! 


TRUCKS for han- 
dling refrigera‘ors, 
ranges, radios, kitchen cabinets, ete. Only truck 
with patented quick change ratchet nose. Com- 
pletely rubber upholstered throughout. Several 
convenient sizes. Descriptive cireular and prices 
on request. 
ORANGEVILLE MFG. CO. 
facturers lete tine of Floor Trucks 
Orangeville (Col. 


Co.) Penna. 


SERVICE PARTS 


for Air Conditioning and 
refrigeration, of every description 
—the “hard to get ones", too. 


You'll receive quality materials, and 
prompt, intelligent attention, at any 


of our twelve branches, or you can | 


order with confidence (and get the 


same quick service) from our big cata 


log. Write for it on your letterhead, 


AP 


5 Cents a Worp, Minimum CHARGE $3.00 Box Numbera 
Chicago or San Francisco offices count as 
10 words 

Discount of 10% 


advance 


Position Wanted (full or part time salaried 
employment only) % the above rates pay- 
for 4 consecutive insertions. 


Care of publication New York, | 


if full payment is made in | 


Individual Spaces with border rules for 
prominent display of advertisements. 


An advertising inch 


The advertising rate is $8.00 per inch for all 
advertising appearing on other than a con- 


“OPPORTUNITIES” 
UNDISPLAYED —RATES— DISPLAYED 


tract basis. 


SEARCHLIGHT SECTION 


(Classified Advertising) 


Contract rates quoted on re 


quest. 


tic 
to 


%” ver 
48 inches 


is measured 
ally on a column—4 columns 


a page. 


1941 CYLINDER 


B RAN D N E VACUUM CLEANER 


Priced to Beat Competition! 


The Famous 


REX 


COMPLETE WITH ALL 
ATTACHMENTS 


F.0.B. FACTORY 


The Equal of Cylinder Cleaners Selling for 49.50 


Never before, and maybe never again, a powerful, efficient cylinder vacuum cleaner 
at a price so sensationally low. Enables you to meet and beat competition from any 


sonee. Every modern improvement has been built into the Rex. It is guaranteed 
or ear. 


WHAT THE OUTFIT CONSISTS OF: 1 Rex Cylinder Vacuum Cleaner w'th Powerful 
Black and Decker Motor: 6 Foot Flexible Hose: Two Lenaths of Light Weight Wand: 
Floor Nozzle: Soft Round Brush: 8” Floor Brush: 6” Upholstery Nozzle: Special Blower 


Tool: Coupling: Consumer C rculars. 
lutely free 1 spray gun with container and 1 La} 


FREE! pint of Certox Kill-O-Moth Sprayer. Regular 


@ retail price $3.95. 
DUROBILT REBUILT SPECIAL OF THE MONTH 


The famous model 54! one of the most pop- $f 0» 


ular Hoover models ever built. Completely 
Writ zed dea 


With every Rex Outfit you will receive abso- 


remodernized and rebuilt by the "Stay-Sold"” 
Durobilt way. Every one packed in sturdy 
individual cartons. Limited Quantity. 


RELIABLE VACUUM CLEANER CO. © 158 W. 23rd St., N.Y. 


CA, O8 ware 


PATENT mame | 


|] etcorte rove 
at FREE vt |] 
the NAME you with to 
Send Seetch Model of vour vention for 


NATIONALLY KNOWN BRANDS OF MILBERN'S 


RE-NU-VATED VACUUM CLEANERS 


Once sold ... they stay sold 


When you once sell MILBERN Rebuilt 
Vacuum Cleaners, you can count on keeping 
your profits. B your t will be 
permanently satisfied. From brush to handle- 
grip Milbern RE-NU-VATED vacuum clean- 
ers will help you build your and 
increase your profits. 


Send for attractive profit-making details. 


VACUUM CLEANER CO. 


241 W 23rd STREET 
NEW YORK CITY 


“"Recreators of Vacuum Cleaners” 


MILBERN 


ALL LEADING BRANDS 


Rebuilt 
Nationaliy Known 
Vacuum Cleaners 

Complete Customer Satis- 
faction eans Bigger 
Profits for You 

Once sold .....-s 
they stay sold 


DISTRIBUTORS WANTED 
For FORDS Electric Milkers 


To the best of our knowledge, Electric Milkers have never been distributed through Elec- 


trical or Household Appliance wholesale channels. 


fied rural market . . 


. Over 1,000,000 new customers in 4 years . . 


But, the vast expansion of the electri- 
- has aroused great 


interest in Electric Milkers among Appliance Dealers serving this lucrative rural market. 


Makers of one of the most complete, best-established and most consistently advertised 
lines of Electric Milkers, we invite correspondence with interested Specialty Distributors 


who are able to properly promote sales to the rural electrified market. 


State details as 


to territory served, number of salesmen and other lines sold. 


MYERS-SHERMAN CO. 


1601 E. 12th St. 
Streator, Illinois 


WHERE TO BUY 


SPECIALTIES 


IDEAS> 1234 GROADWAY-~ vorn- at 31ST 


Vacuum Hage Hoard pads 
‘Rene LOngocre 5-308 nd covers overs. Ohlo 
PATENT ATTORNEY — PROF. ENCINEER W Sth Cleveland. O 


Fleetcle Mangle Kell Pads and Covers 


DISTRIBUTORS WANTED 
PAR38 


R40 LAMP HOLDERS 


Indoor Flextension Outdoor Yardlite 
Write for Prices & Literature 


HILDY PRODUCTS CO., INC. 


2122 W Viiet St. Milwaukee, Wisconsin 
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COMMISSION MEN, 


SALESMAN WANTED 


well acquaintes 


Appliance Dealer in small towns, now « 


ering territory every 30 to 60 days 
complete Package Steel and Wood Kiich 
at Flat Prices, Good commission. Terr te! 
open Ohio, Mich., Penna., New York 
fully all particulars, territory cover: r 
in first letter. SW-584, Electrical Merch 
dising, 330 W. 42nd St., New York, N. \ 
WANTED 
Want to buy—25e per day, Coin 
Used or reconditioned. Write, giv 
details. W. G. Shelton Co., 1709 Loc 
St Louis, Mo 
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Whether 
or oil spe 
SKUTTLE 
their heat 
unit will 
three ext 
comes c 
rubber m 
and regis 
any hom 
himself. 

you. A 
details. 


There 
fai 
Suitable 
Ironing. 
4 
tail 

A CO! 
D-550, 1 
has no 
Semi-Ai 
only 


Write 
STEA 
Mi 


FLECTR 


HAND Vy 


Do You Sell Space 
| Heaters ? 


... here is how you 
| ican increase your 
profits ! 
| 


Whether they are wood, coal, gas 
or oil space heaters vou handle, the 
SKUTTLE AIR MOVER will increase 
their heating efficiency. This blower 
unit will circulate heat in two to 
three extra rooms, as desired. It 
comes completely assembled with 
rubber mounted blower motor, switch 
and reg It is simple to install, 
any home owner can do the work 


himself. Its low price should interest 
you. A letter will bring complete 
details. 


@ The diagram above shows how it 
is installed and the way it circulates 
the heated air. Can also be used = 
cool the house in the summer, 

drawing out the hot air to the ttle, 


SKUTTLE SALES 
COMPANY 


Dept. x 
999 Franklin St. Detroit, Mich. 


Rotating Displays 


in Model Kitchen 
HEN the Electric Store of 

Bremerton, Wash., puts in its 
electric kitchen this summer, it is to 
be so arranged that individual units 
can be shifted, permitting display of 
any of the several lines of equipment 
which the store features. This keeps 
the appearance ot kitchen fresh and 
up-to-date. Manager Harry Benton re- 
ports that when the price drop in 
electric refrigerators came in January, 
his store made friends by refunding 
the difference in price to customers 


who had purchased refrigerators be- | 


fore the reduction, during December 
or January. The offer was announced 
in the firm's advertising and created a 
good impression in the community. 


The individuals involved, who had had | 


no idea of demanding such a rebate, 


were naturally pleased and extremely | 


ec- 
[fi- 
eat 
pet. 
sed 
ors 
as 
There is no other iron like the 
famous Selectrol Model B 200, 
Suitable for either dry or steam 
" ironing. No other iron needed. 
A.C. only. Order today. Re- 
mens $12.95 
. A COMPLETE LINE. Model 
D-550, non-automatic, A.C. or D.C. 
h has no equal at the price... .$6.95 
; Semi-Automatic Model C- 100. A.C. 
only . $9.95 
Write 
STEAM-O-MATIC CORP. 
f MILWAUKEE WISCONSIN 


AW 


WA 


| created. 


grateful. 
its full value in the good will 
reputation for fair dealing thus 
The company was enabled to 
make this adjustment owing to the 
fact that they handle their own paper. 


Salesmen 


LECTRICAL MERCHANDISING--OCTOBER, 


UT of some old scrapbook H. L. 


the following rules of behavior for 
salesmen in the year 1852: 

Rule |. "Barrooms, confectionery shops, 
livery stables, and similar places should be 
but seldom visited, more especially on the 
Sabbath Day. The reasons will suggest 
themselves to an ingenious mind, to say 
nothing of economy.” 


Rule Il. "The salesman who is in the 
habit of spending his time and leisure hours 
in the evening or on the Sabbath Day in 
the tavern or barrooms, and also in the 


to ruin. 
assuredly destroy all confidence of his em- 
ployer and give him reason to be very sus- 
picious of his integrity and honesty." 


Rule Ill. "A salesman's leisure hours out- 
side of the store should be spent in read- 
ing first and occasionally the life of Wash- 
ington, Chesterfield and others: Men and 
Manners, Histories of the United States, 
England, Greece and Rome; also news- 
papers and periodicals of the day.” 


Highlighting Appliances 


HE electrical department of the 
Lewis County Hardware Com- 
pany of Chehalis, Washington consists 
| of a display of refrigerators and small 


appliances ranged along shelves on 
| the rear wall and in one corner of the 
store. What might have been only 


an unemphasized detail in a crowded 
sales room, however, has been made a 
main feature of the store by reason of 
a special illumination directed toward 


from the balcony. 
find how. people that enter the store 
drift naturally over in the direction of 
the lly 


speci lighted electrical corner. 
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The firm expects to win back | 
and | 


Behaved in 1852. 


Ashworth, secretary-manager of 
the Wisconsin Radio, Refrigeration | 
and Appliance Association has dug | 


habit of smoking Spanish cigars, and being | 
shaved at the barbers, is on the broad way | 
Such practices in a salesman will | 


this department from spotlights hung | 
It is interesting to | 


TOASTMASTER 


TOASTERS 


THE 1941 TOASTMASTER 


HOSPITALITY SET 


ALWAYS make sure the 


electrical appliances you 


sell contain “TOPHET™ 
nickel chromium elements / 


WILBUR B. DRIVER CO. 
NEW JERSEY 
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LETTERS 


Bottled Gas Figures 
To the 


Editor: 


On the subject the Facts on Bottled 
Gas Competition, page 23, Electrical 
Verch for August, 1940, I 
am recent memorandum 
from our Chief Engineer, which I be- 
lieve will be of interest to vou. 

It very closely “with 
similar made 


time how 


wndising 


attaching a 


agrees other 
from 
shows greatly 
out of balance the figures given 
in the article referred to in your issue 
of August 

The highest cost found ‘n the en- 
tire 107 different homes scattered 
throughout the country was, as shown 
in this memorandum, $3.38, which was 
up in Minnesota with a family of six 
using the 


studies 
to time 


we hav 
and 


were 


stove as a heater as well as 
a cook stove and also for water heat- 
ing, paying $.13 a gallon for kerosene 
—about the highest price we found 

anywhere 
NorMAn E. Ops 
Advertising Manager 
Perfection Stove Company 
Cleveland, O. 


Enclosure 


} 
The question frequently arises as to 
how 


just much it costs the average 
family to cook on a kerosene stove. 
It is particularly important that we 


nave authentic intormation on cooking 
costs on various kinds of 
with our 


stoves in 
arguments that 
cooking with bottled gas and elec- 
tricity is relatively expensive. Tests 
which we have conducted in the past 
indicate that the average 
about two gallons of per 
week for cooking three meals a day. 
At 10¢ per gallon, this equals 20¢ per 


week, or 87¢ for a month of 44 weeks. 
Most 


connection 


family 
ke rosene 


uses 


people use more kerosene than 
this because they use their stove for 
more purposes than merely cooking 
their meals. Many users heat water 
for washing dishes and for laundry 
work on their kerosene stoves. Many 
also use additional fuel for canning, 
and in some cases the cook stove is 
also used to warm the kitchen on cool 
days 

In order to find out how much 
kerosene the average family actually 
does use in operating their kerosene 
cook stove, we asked the district man- 
agers to have our salesmen send in 
records of any customers they might 
contact who have kept an accurate 
record of fuel consumption. We now 
have reports covering a total of 107 
different Perfection stoves scattered 
throughout the United States. These 


stoves are used by families v: arying in 
size from two to six people, the aver- 
age family size being four persons. 
In many cases these stoves are 
in farm homes where there are 
to feed at certain 
sons year, such as harvest time. 
In a the fuel indicated 

being used on the stove also includes 
fuel used in a separate water heater, 
and in many instances the stove is 
used for one or more of the purposes 


used 
many 
extra people sea- 
of the 


few cases 
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warm- 
for 


(heating water, 
etc. ) well 


outlined above 
ing kitchen, 
cor king. 

The records of these 107 stoves 
show that the amount of fuel used per 
week varies from a minimum of one 
gallon to a maximum of 7 gallons, the 
average being 34 gallons. The price 
paid by these users for kerosene varies 
from a minimum of 6¢ to a maximum 


as as 


of 17¢, the average being 10.2¢ per 
gallon. The average cost per week of 
the kerosene used is 33¢, which is 


The actual 
varies from 
month to a 


equal to $1.43 per month. 
cost for a single family 
a minimum of 48¢ per 
maximum of $3.38. 

We are safe in claiming that the 
average cost of kerosene used in a 


Perfection range is less than $1.50 


per month and that it is possible for | 


an average f 
a day for less than $1.00 per month. 

In comparing different methods of 
cooking, an important advantage of 
the kerosene stove is that the fuel is 
so cheap that the stove can be 
used for heating water, for 
purposes and for heating the kitchen 
in cool weather, 


also 


family to cook three meals | 


canning 


whereas bottled gas | 


and electric stoves cannot be used for | 


Marc 
Chief Engineer 


these purposes. 


To Cut Chiseling 
To the Editor: 

With the beginning of an increase 
in business, isn’t it about time that 
the various manufacturers of electrical 
equipment returned to or adopted a 
system of franchises or licenses in 
the following manner: 

If they sell through jobbers 
1. Cause the jobber to agree to sell 
only to legitimate resale units who 
actually display and stock their 
goods. 


2. Cause the jobber to give NO dis- 
counts to even legitimate resale 
units unless they purchase in cer- 


tain minimum lots as to make the | 
stock, in | 


purchaser maintain a 
other words, not to sell one of a 
kind to fill a special order. 

3. Cause the retailer to agree not to 
resell other retailers or not to sell 
to the more than a 
certain percent of the gross cost, 
this percent to cover tradeins and 


consumer at 


allowances. 

4. Cause the jobber as in 1 not to 
enter the retail business in any 
way. 


If they sell direct 
1. Cause the buyer to prove that he 


or it is a bona fide retailer under 
the same restrictions as above. 


If this is doubted 
stick some cash in your pocket and go 
out and try to chisel on Hoover clean- 
ers or Frigidaires. It is my belief 
that these companies are still in busi- 
ness and paying their employees at 
least enough to eat two meals a day. 
C. A. METZGER 

Metzger, Incorporated, 


This can be done. 


Hartford, Conn. 
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The Merchandising Month By L. Moffatt... 


CHRISTMAS PROMOTION: 


Don't Wrap Appliances Like A Butcher Would 


Meat By Tom Blackburn 
Some practical hints on how to do up » these Christmas gifts 


Christmas Promotions from the Manufacturers... | 
Here is a pretty broad sample of what manufacturers are doing to 
help you get your share of Christmas electrical business 


Now is the Time to Get Rea for a Big 
Christmas ...... \4 


A bunch of sales ideas which vm cated in ‘the pest to on the 
most out of the Christmas trade 
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The Ancient and Honorable Order of Coqui is now a year a od a 
recognized order of men cooks—with pictures 


Throw in an Education When You Sell maey 


It's no accident that Cincinnati has a higher ratio a ironer to 
washer sales than the rest of the country—they know how 
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